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LABELS 


NeCw 
BOXES 


.. BUT INSIDE THE SAME DEPENDABLE 


The next time you receive a shipment of Upson bolts, nuts, rivets or 
other headed and threaded products, you'll probably be impressed 
with the new-style boxes and the new easily-read labels. REPUBLIC 


These new packages have been designed in keeping with the trend 


of modern packaging — but inside the packages will be found the 


same reliable products—the same high quality which has earned for 
Upson a wide-spread reputation—the same full, true heads; strong, 


UPSON NUT DIVISION 
tough shanks; and clean, free-running threads on bolts and in nuts 


—the same accuracy of size—the same dependable steels. * 
When you need headed and threaded products, specify Upson. Note U I¢ tes 
the attractive new packages — how well they stack on your shelves— 


how easily contents are identified by the new labels—and, most of 


all, note the contents of the packages. You can expect the same C O R P O R A Ei | O N 


quality every time you specify UPSON. GENERAL OFFICES::-CLEVELAND, OHIO 


VISIT THE REPUBLIC EXHIBIT AT THE GREAT LAKES EXPOSITION, CLEVELAND, OHIO, JUNE 27—OCTOBER 4. 


No. BE73 TRUE TEMPER BANTAM 
BRAND COAL SHOVEL. Has 3 
ribbed, heat treated 16-gauge 
hollow back blade. Designed 
to give maximum capacity 
with least effort. Suggested 
retail price $1.80°* 


No. 510 TRUE TEMPER 
ENSILAGE FORK. Long 


polished oval tines 


penetrate easily. Light 
in weight but designed : a 
woh exten lenge cage KELLY PERFECT TRUE 
ety to epued up O08 : ji TEMPER AXE. A perfect 
ing. Suggested retail i . : 
me chopping tool with head 
potee $5.50". so shaped that it does not 
bind in the wood. Sug- 
j gested retail price—Single 
Bit Axe $2.20*. Double 
Bit Axe $2.75*. 


We also make the famous 
Paul Bunyan Brand Axes. 
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egg act 
Tave Tempe) TRUE TEMPER one 
— an @ Cold weather brings its demand for many profitable 

— | ying TRUE TEMPER Tools. Barn forks and axes for the farm 
HOES A 

| aietee | HAMMERS —hatchets and hammers for the home workshop, shovels 

| | WATCHETS for the barn and furnace room. 

| cuLTIVATORS | | p . 

| ~ seevers E\SHING ROD, | Feature these popular tools shown above, together with 

| REPAIR | pe Sones. | other TRUE TEMPER models popular in your community. 

fF SH | x ie _ 

tii - “a Extra sales that add extra profits will result. Write for 








free store advertising material. 


THE AMERICAN FORK & HOE COMPANY 


Makers of Essential Tools CLEVELAND, OHIO : 
*Prices slightly higher west of Denver 
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| 2 BIG RIM LOCK VALUES 


Show them to your customers! 





YALE ROTARY BOLT 
DEADLOCK No. 2192 


The % inch bolt turns as it 
enters the strike holding 
the case and strike together in a grip of solid 
steel. Both case and strike are of highest 
grade malleable iron, making them practically 
immune to breakage. The unique rotary bolt 
is of case hardened steel. $3 retail. 








NEW YALE No. 110 
DEADLOCK 


Another opportunity to offer 
your trade a high degree 
of security at moderate cost. Malleable iron 
bolt is 146 inches wide, % of an‘inch thick with 
a full 1% inch throw. Case is made of best 
quality gray iron with the attractive new brass 
wrinkle finish. Priced to retail at only $2.65 








NOTE: 
Both these fine quality locks have the 
famous YALE Pin-Tumbler mechanism. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT °« U.S.A. 


See YOUR JOBBER 
OR WRITE US DIRECT 
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You don't have to hark back to “the days of old, the days of gold, the 
days of '49.” There's a heap of “pay dirt” right in your own town, pardner! 
Money that’s lying around on floors grimy with varnish, shellac, wax, dirt 
and grease... floors that can be made new with Double X. 

For Double X has done more than produce a sensationally successful 
product. Through years of steadfast advertising it has sold Mr. and Mrs. 
Public the IDEA that they can “do over” their own floors and do an expert 
job of it. Yes, and do it with amazing ease, speed and economy! 

Remember, too, that every sale of Double X means an unfinished sur- 
face which must be finished. This means, in turn, the sale of paint, varnish, 
shellac, wax, brushes and other neat-profit items. Are you cashing in on 
this “pay streak,” Mr. Dealer? Schalk Chemical Co., Los Angeles, Chicago. 


DOUBLE X FLOOR CLEANER 
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Fire Doors and Hardware \ 
Automatically 


That is the certain protection afforded by R-W equip- 
ment. The doors close themselves at any temperature 
desired. They cannot fail. When closed R-W doors 
stop the passage of fire. Write for catalog. 


ANOTHER R-W EXCLUSIVE FEATURE 


It Locks the Joints Together Permanently | 


he RW 
LOCK JOINT 


TROLLEY TRACK 


» now be made 
practi tone-ptece track, by : : 
teoan he « 
using the R-W Lock Jo tined only with trolley tra 
A perfects es pat ae tof Richards carrying the R-W trae 
Wilco, it thie 


AL RORA, ILLINOIS 


SEPTEMBER 24, 1936 


“Quality leaves 
its imprint’ 


1880-1936 
Fire Prevention 
Week 
October 4 to 10 


Fusible 
ink melts 
at 160°=— 
doors close 
automati- 
cally! 
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Cash in on Fall Demand 


for Cyclone Lawn Fence 


@ Fall months are good months for Cyclone 
Lawn Fence sales. Get your share of this profit- 
able business. 

Cyclone “Red Tag” Lawn Fence is trim, 
handsome, and exceptionally sturdy. It gives 
you a big selling advantage over many other 
types of lawn fence because the Cyclone name 
is nationally advertised. 

Cyclone Lawn Fence is available in three 
different styles—with gates to match, and 


comes in standard heights from 24 to 48 inches. 

Cyclone Flower Bed Border is also a big 
seller. Easily installed—conforms to any size 
or shape of flower bed, path or walk. Standard 
heights 16, 22 and 28 inches. 

Telephone your jobber for complete infor- 
mation on this popular lawn fence, also about 
Cyclone Flower Bed Border. Ask him, too, 
about “Red Tag” Screen Cloth and Hardware 
Cloth. 


USS CYCLONE ‘retag” LAWN FENCE 


AND FLOWER BED BORDER 


CYCLONE FENCE CO., General Offices: Waukegan, IIl. 


Pacific Coast Division: Standard Fence Co. ) 


Oakland, Calif. 





UNg@2 2D STATES STEEL 


United States Steel Products Company, New York 
Export Distributors 
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ON THIS “BEST SELLER” 
DISPLAY DEAL! 


FREE GOODS WITH EVERY PACKAGE 


We picked the fastest selling casters in the famous Faultless 
line . .. combined them in a “balanced” assortment . . . packed 
them in a striking display case . . . and now offer them to you 
in a special money-making Deal. You can’t afford to miss this 
Deal because: 















1. It pays double profits 
2. It consists of best-selling items 
3. It increases counter cash sales 


For the first time in caster history, casters are now available in 
a modern display and dispensing cabinet designed to increase 
your turn-over and profits on a concentrated “live” caster line. 
\ . : ‘ , 
This Deal is available only for a short introductory 
period. Place your order for one or more Deals 


with your nearest jobber at once. 











Featuring No. 8458 
Double Bali - Bear- 
ing Caster. A sen- 
sational seller at @ 
popular price. 








Each display 
contains new 


Chart of Correct Faultless convenient packages increase 

Caster Uses — sim- counter sales. You sell complete sets 

H instead of single casters — facilitates 
plifies counter sales. Ss 6 ak 







ASK 
YOUR 
JOBBER 
NOW 
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FAULTLESS 
CASTERS 


FAULTLESS CASTER CORPORATION 
DEPT. HA-9, EVANSVILLE, INDIANA 
Branches in Principal Cities. Canadian Factory: Stratford, Ont. 
















When You Sell Your Customers the Best— 
they come back for more! 







Minnesota Quality Brands 
of Sandpaper and Emery Cloth 


satisfy your customers and build up your 
volume of sandpaper sales with sheets that are 


UNUSUALLY SHARP 
NON-CURLING AND 
EXTREMELY FLEXIBLE 






















Packed in attractive and convenient 
SLIDE-DRAWER BOXES 


to keep your sandpaper stocks 


CLEAN—SHARP—FLAT 
and SALABLE 


Supplemented by the Three-M Free Sell- 
ing Aid Service that is yours for the 
asking. Thousands of retail hard- 
ware dealers have increased their 
sales of sandpaper, paints, 
brushes, tools, and other fin- 
ishing items, by using this 
service —are you ! 


Ask Your Jobber or 
Write Direct! 






MINNESOTA MINING & MFG. COMPANY 


SAINT PAUL MINNESOTA 


Baeder Adamson Company ex Wausau Abrasives Company 





HA—936 
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Farmers 


LOOK... 









LISTEN...BUY 


When You Show Them This 
Top Wire Painted RED 


It's the most distinctive, the best known trade mark in the fence 
business. Your customers have heard about Red Brand fence on 
their radios . . . read about it in their farm papers .. . talked 
about it with their neighbors. Red Brand has come to stand for the 5 
best fence money can buy. 





ME SRE RTO 


“Galvannealed” extra heavy zinc coating . . . copper-bearing steel 

. - full gauge wire ... honest spacing... tight knots and generous 
tension crimps ... the RED PAINTED TOP WIRE stands for all 
of that. Red Brand fence sells for no more than fence of standard 
grade, but it lasts years longer. It’s the “Lowest Cost Fence, Per j 
Rod Per Year.” ‘ | 


Dealers make outstanding successes selling Red Brand fence. 
Why not have the advantages of a Keystone dealership? We'll 
send the details. Write today. 


KEYSTONE STEEL & WIRE CO.. | 
PEORIA Dept. P ILLINOIS : 








PGR CRE Bow, 


f I! ie 7 a RY — 
been LD BRAND 
“GALVANNEALED” —Copper-Bearing 


2 
A 


sie FENCE © BARBED WIRE 


a = ie and 


ust see | 


Qh were \\ 
eee a? \ Aluminum Stripe 
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Reasons Why It Will Pay You Well 
To Sell G-E GLYPTAL CEMENT 

























The General Electric Company recently announced G-E 
Glyptal Cement — a superior cement for household, 
commercial and industrial uses. Thousands of hardware 
dealers promptly stocked this outstanding product. They 
report that it is selling unusually well. 


You also will make substantial sales and profits with 
G-E Glyptal Cement for these four reasons. 


1 G-E Glyptal Cement permanently mends all common 
types of materials — glass, china, wood, metal, leather, 
paper, celluloid, cloth. It is simple to apply, is excep- 
tionally adhesive, quick-drying, transparent, flexible, and 
resists oil and water. It satisfies users. 


The effective display package shown here, placed in your 
window or on your counter, will create many customers. 
Merchandising help. 


The product is made by General Electric — a household 
name. Customer acceptance. 


oH 


You are offered a generous discount on a list of 25 cents 
4 a tube. Substantial profit margin. 


Get complete information at once from your nearest G-E 
Distributor or mail the coupon below. 


Made by GENERAL ELECTRIC 
A HOUSEHOLD NAME 


——— SE  —— 


T Section M-269, Glyptal Cement 
| General Electric Co., Bridgeport, Conn. 


Please send me full details of the new G-E | 
| Glyptal Cement. 
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How One Sale Leads 
to Another With 


SELL ONE 
DAZEY DEVICE 

AND THIS TINY 

BRACKET ON THE 
WALL WILL SELL 
OTHERS FOR 
YOU! 








A Powerful Silent 
Salesman Hangs 
In Every Kitchen 
Where One or More 


DAZEY DELUXE 


pyrene DAZEYS Are in Use 
The former SPEEDO. Enthusiasti- 
cally advertised by nearly 3 million 
satisfied users Supreme quality 


builds good will and _ future profits 
in every sale. $1.69 Retail.* ¢¢TT’S almost unbelievable,” say hardware dealers 
everywhere, “how soon a woman is back for an- 
other DAZEY kitchen aid after she has bought her 
first one!” But, that’s to be expected. Each DAZEY 
device is designed for the highest possible efficiency 
and gives nothing less. Every time a user slips a 
DAZEY device in or out of that handy wall bracket 
she is reminded that there are other DAZEY devices, 
no doubt equally efficient, that she can use to good 
advantage. At other times the bracket is a constant 
reminder—always before her eyes as she works in her 
kitchen. That kind of selling power doesn’t take long 
as a rule to get results. 
minimum retail 


sngaa rs MILLIONS NOW IN USE 


higher west of And think what it means that these sales creat- 
SUPER-JUICER Rocky Mountains. ing brackets now hang in over 3 million American 
Another SPEEDO fa- kitchens! That means an average of hundreds in 


omen laa. DAZEY every community silently building up sales for local 
super efficient— always SHARPIT dealers. Think too of the many thousands sold only 
Saenes/ SEND eee. the past few years all working to make still more 
She Spas Se Bete thousands of DAZEY saJes! That’s why it pays to 
c ° . . 
lery. No skill re keep constantly reminding your trade that you not 
Patented “MM. GIC only handle DAZEY devices but that you have them 
GROOVE” outlasts Pa 


tators by years. ALL! 
Invaluable Selling Aid 
Costs You Nothing 


If you do nothing more—always have one of 
those handsome DAZEY display stands where 
every customer must see it. If you haven't 
already received yours, order at least six 
DAZEY devices from your jobber and advise 
us what you ordered. Your display stand will 
then be sent direct from the factory—FREE 
and fully prepaid. 


DAZEY CHURN & MFG. CO. 


Dept. M-11 4301 Warne Ave. 
St. Louis, Mo. 


* Prices quoted are 





DAZEY-SPEEDO 


DAZEY SENIOR 
CAN OPENER 





Leads the field for sales in 
medium price range. Second 
only to DAZEY DeLuxe in 
durability, efficiency and all 
around quality. $1.39 Retail.* 


DAZEY JUNIOR 
CAN OPENER 


Far longer _ service 
for its price than 
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(Illustration at left) 


10c each (suggested retail price). Osborn No. 4501 


Varnish Brush Assortment. Contains 2 dozen 1//—1% 

dozen 1%4//—% dozen 2’. Pure black Chinese bristle, 
vulcanized in rubber. Nickeled ferrule. Handles finished in bril- 
liant colors .. . brown, orange and green. 





(Illustration at right) 


each (suggested 
i Oc =| 5c a 25¢ retail siieee., 
Osborn No. 
4500 Varnish Brush Assortment contains 1 dozen 1//— 
1 dozen 1%/’—1 dozen 2’. Pure black Chinese bristle, 
vulcanized in rubber. Nickeled ferrule. Handles attrac- 


tively finished in Walnut with gold printing. 





(Illustration at left) 


60-80 <-s1.10 


each (suggested retail prices). Osborn No. 21 Wall 
Brush Assortment contains 4 dozen 3//—% dozen 31! 
—\% dozen 4’. Pure black Chinese bristle, vulcanized 
in rubber. Nickeled ferrule. Walnut finished, beaver- 
tailed handles with gold printing. 


JHE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue < «= * Cleveland, Ohio 
Sales Offices: New York + Detroit « Chicago + San Francisco 





You want brushes that sell! Here they are! Three Osborn Assortments 
of outstanding values. Every brush is made right of right materials. 


Put these assortments to work for you mow! Ask your wholesaler. 


— Oo 
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Quick Turnover- 
xtra Profits ..with 


J&L wire products are easy to sell and 
give you a good profit, because their 
recognized high quality not only brings 
new buyers to your store, but makes 
steady customers of them. 

The high quality of J & L wire prod- 
ucts for the hardware trade is the result 
of three important factors. First, the 
use of only the finest steel. Second, a 
careful manufacturing process which is 
under the strictest metallurgical control. 
And third, a system of rigid tests and 
inspections which guarantees that only 


J&L wire products because they know 


the finest quality products ever reach 
the shipping platform. 
Dealers everywhere like to handle 


they are easy and profitable to sell. 

Feature J&L wire products in your 
store. You'll find that they will give you 
quick turnover, steady customers, repeat 
business and therefore, extra profits. 

For complete information on the 
J&L line of wire products, write the 
Jones & Laughlin Steel Corporation, 
Pittsburgh, Pennsylvania. 


J&L PRODUCTS FOR THE HARDWARE TRADE: WOVEN WIRE 
FENCE - PLAIN AND BARBED WIRE - NAILS - SPIKES - STAPLES 








Warehouses: CHICAGO CINCI 
* Oper: 
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JONES & LAUGHLIN STEEL CORPORATION 


MERICAN IRON AND ORKS 
JONES & LAUGHLIN BUILDING, PITTSBURGH, PENNSYLVANIA 


Seles Offices: Atlanta Boston Buffalo Chicage Cincinnati Cleveland Dallas 
M hie Mil ke M i New Orleane New York Philadelphia Pittsburgh Seettle St.Louis San Francisco Tulsa 


NNATI DETROIT MEMPHIS NEW ORLEANS NEW YORK (Long Island City)” PITTSBURGH 


Denver Detroit Erie Housten Los 


ated by National Bridge Works Division of Jones & Laughlin Btee! Service, Inc. 
Canadian Representatives: JONES & LAUGHLIN STEEL PRODUCTS COMPANY, Pittsburgh, Pe, U. 8. A., and Toronto, Ont., Canede 





For Quick Profits 


Feature J & L Barbed Wire on 
the new Safety-Grip Spool— 
the safest and handiest spool 
of barbed wire in use today. 
A premium value—at no in- 
crease in cost. 








The big three of the Filing World — Nicholson, Black 
Diamond and McCaffrey Files — are nationally advertised 
in publications reaching every type of file buyer within 


range of your store. 


Fall Advertising now begins and almost immediately will 
start to sell more and more of these three leading Brands. 
Let these Nationally Advertised files put your store out 
in front of last year’s sales record. Stock and push Nichol- 
son, Black Diamond or McCaffrey Files. At your whole- 
saler’s. Nicholson File Company, Providence, R. I., U. S. A. 


5 Se CLS. 


HARDWARE AGE 




















REG. u.s, PAE OFF. 


XTRAORDINARY quality by Bond, to retail at chain and 

/ mail-order prices. All-metal, full-chromium finish, Two-cell 

Floodlight and Two-cell Focusing Spotlight. Buy now. Bring cus- 
tomers back home with Bond timely Leaders. 


NO. 502 BOND SPOTLIGHT 
Comes packed in TWO displays of six each, and priced to retail at 
49c each complete, when purchased with 48 No. 102 Bond Mono- 
cells in Deal No. 490. 
NO. 2122 BOND SPREADLIGHT 

Comes packed in TWO displays of six each, and priced to retail at 
39c each complete, when purchased with 48 No. 102 Bond Mono- 
cells in Deal No. 390. 


BOND ELECTRIC CORPORATION 


New Haven, Conn. « Chicago, HI. « Houston, Texas « 


San Francisco, Calif. 
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DD} New High-Power 
VALUES! 


Super-Speed Turnover and Profit 


FOCUSING 






Two in Each 


DEAL NO. 490 
12 No. 502 Two-cell Spotlights 
with 48 No. 102 Bond Mono-cells. 
Retail value. ... . $8.28 
Deal netcost . . 
Your prot . . .« « « $2.76 


| 
{ i ' 
Lat bal a 
~ me = | 
Whi ¢ 
| { f 
| 4 
mm ny 
i ‘ 
’ Vf 
— ae ae o ‘; 
| HIGH QUALITY fil! 
W 


Two in Each 
DEAL NO. 396 


12 No. 2122 Two-cell Spreadlights 
with 48 No. 102 Bond Mono-cells. 





Retail value. . .. . $7.08 
Deal net cost . . . . $4.76 
Your proit . . . « « $2.32 
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MYERS SéLF-LuBricatinc® 


PUMP JACKS: 
DUST, DIRT and WEATHER-PROOF 














of your trade area will dis- 
close a profitable market for 
Myers Quality Pump Jacks—a mar- 
ket that is influenced largely by the desire of 
farm folks generally to relieve themselves of pump- 
ing and carrying water by hand. 


Myers Self-Lubricating Jacks can be sold in full 
confidence that they will stand up under severe service, 
look well after installation and give many years of complete 
satisfaction to the user. Motor or engine powered, with all 
working parts fully protected and oil bath lubricated, dust, dirt 
and weather proof, favorably priced and sold only through le- 
gitimate trade ‘channels, any dealer can stimulate and increase 
his pump business this fall by stocking and displaying one or 

more styles. Yes, this is easily accomplished, even in the 

face of light weight, cheaply built, low priced competition. 


If you have a copy of the Myers No. 68 Catalog on file 
turn to Pages 143-147 where all styles of Myers Jacks 
are illustrated and described. Then send us an 
order for your fall requirements. If you 
are not familiar with Myers Jacks, 
write us immediately for cata- 
log and prices. 


MY EBES Arie 


PUMPS-—WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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ITH bright, newly-designed labels Bethlehem Bolts and 

Nuts proclaim their membership in the family of 
Bethlehem steel products, known for quality wherever steel is 
used. 

These labels provide a marking that will pull users back to 
your store after one purchase has associated them with the 
values in Bethlehem Bolts and Nuts. Packages are neat and 
attractive, fitting containers for quality products. 

This superior merchandise, packaged and labeled to command 
attention, will definitely speed up your turnover. 


BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. District Offices: Albany, 
Atlanta, Baltimore, Boston, Bridgeport, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Hart- 
ford, Honolulu, Houston, Indianapolis, Kansas City, Los Angeles, Milwaukee, New York, Philadelphia, 
Pittsburgh, Portland, Ore., Salt Lake City, San Antonio, San Francisco, St. Louis, St. Paul, Seattle, Syra- 
cuse, Washington, Wilkes-Barre, York. Export Distributor: Bethlehem Steel Export Corp., New York. 
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ALL CLIMATE FENCE 











MORE FOR YOUR 













[ALC-CLIMATE FENGE (i 



















































Sterling dealers are “in the money” on 
Fence and Barb Wire sales, for they are 
selling improved products that are actually 
the greatest wire values of all time. It’s the 
greatest value because it lasts years longer 
in any climate and yet Sterling Dualized 
Fencing and Barb Wire cost no more. 


Yes, Sterling Dualized is a greater value, 
and you can’t beat VALUE for building a 
sound profitable business. Better get the 
complete sales story on Sterling Dualized 
. . « just ask your jobber or write direct to 


Department 10. 
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We know what paint customers 
are apt to say when you try to 
sell them a brush... ‘‘l have 
a brush.’’ That’s the time for 
your ‘‘Over-the-Counter 
Attack!’’ And here are a few 
shots that will bring sure-fire 
results—and PROFITS—if you 
have a complete line of Gold 
Stripe Brushes ready for action: 


pee) ele Vane 4 
BRISTLE— 
Carefully se- 
lected. Mixed 
and dressed ac- 
cording to our 
own perfected 
formulas. 


PERFECT 
BALANCE 
FEATURE 
— Makes long 
hours of paint- 
ing easy. Re- 
lieves wrist and 
arm strain. 
(You can dem- 
onstrate this.) 





HERE'S 


AMMUNITION 





THE GOLD 
Ts so SO | 
THE HANDLE 
—Today’s sym- 
bol of brush 
quality. 





THE GOLD 
ST Rite 
JACKET— 
Made of a spe- 
cial fiber. ‘‘Life- 
saver’’ for the 
brush. Protects 
bristle before 
and after use. 
Keeps it clean 








FOR YOUR 


yn 


RIVET ED 
METAL FER- 
RULES—They 
defy stress and 
Strain. 







Remember—every Gold Stripe 
sale is a victory you can chalk 
up in your profit column. And 
you'll probably hear more from 
it later, for satisfied customers 
mean REPEAT BUSINESS. If you 
don’tcarry Gold Stripe Brushes 
today, mail us the coupon for 
complete information about 
our liberal dealer proposition. 


THE GOLD 
STRIPE DIS- 
PLAY—Helps 
you close the 
sale. (It’s FREE 
to Gold Stripe 
dealers!) 


BRISTLE VUL- 
CANIZED IN 
RUBBER— 
Every bristle- 
butt held in 
vise-like grip. 
o loose 
‘*streakers.’’ 


THE RIGHT 
BRUSH !S AS 
VITAL AS THE 
RIGHT PAINT 
—There’s a 
Gold Stripe 
Brush for 
perfectapplica- 
tion on EVERY 
Paint job. 











Waterspar, 





GOLD STRIPE 
BRUSHES 


Manufacturers of Walihide, 
and other nationally known paint products. City 


A PRODUCT OF 


PITTSBURGH | name 
PLATE GLASS COMPANY Address 
Florhide 


ee ee a 
Pittsburgh Plate Glass Company 
Brush Division, Dept. HA-4, Baltimore, Md. 


Please send me full information about your dealer proposition. 


MAIL THIS 
COUPON 
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These three saws... . 


like America’s three Olympic champions . . . 
are the best in the field. They are winners 
because: 


They are made of Atkins Saw Steel... . 
Silver Steel. 


They are made by American sawcrafts- 
men who have made saws for Atkins for 
a quarter of a century. 


They make sawing easier for the man 
who uses them. 
To you . .. the hardware merchant . . 
Atkins Silver Steel Saws mean easier sell- 
ing, satisfied customers and EXTRA 
PROFITS. Order Atkins Saws from your 
Jobber. E. C. Atkins and Company, 410 


S. Illinois Street, Indianapolis, Indiana. 











ATKINS Silver Steel SAWS 


A FAMILY OF CHAMPIONS 


HARDWARE AGE 
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Just 


Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Mail Order House— 


A hardware man has joined up 
with a well-known mail order 
firm. In fact, he did so several 
years ago. He has been East 
recently and tells a very interest- 
ing story about comparative 
methods. He tells me that it is 
common mail-order practice to 
divide the year into thirteen 
four-week periods and that “even 
the smaller stores selling about 
$7,000 or $8,000 a period can 
be operated at a profit.” Natu- 
rally, I figured this out and note 
with some dismay that “these 
small stores” average $104,000 
in sales per year. He mentioned 
that anything less than $60,000 
a year for sales would encourage 
the discontinuance of a store or 
at the least a change in manage- 
ment. And these figures are in 
the strictly “hard lines” which 
means the very lines that are 
common to all good hardware 
stores. And then I began to re- 
member that only one store in 
three among the hardware trade 
reach or pass the $30,000 mark 
in annual sales and that only 
half of the hardware stores in 
the country pass the $20,000 in 
annual sales. 
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Something Wrong— 


My visitor remembered _ this 
also or at least remembered the 
equivalent as his casual figures 
paralleled the figures I knew to 
be correct. Said he, “You know 
the big difference is in methods 
of merchandising. When I was 
in the retail hardware business 
I thought the chains and mail 
order stores cut all prices and 
bought everything at cut-throat 
prices. It isn’t so. Our costs of 
doing business isn’t much over 
the retail hardware average, but 
our mark-up is at least fifty per 
cent more. We really get a profit. 
And we really want our sources 
of supply to make a profit—for 
this reason, a source of supply 
that doesn’t make some money 
every year will not stay in busi- 
ness or at least will not continue 
to supply us. So we must be sure 
that our sources make some profit 
to assure a steady flow of goods. 
Another thing is that while we 
display a tremendous amount of 
small priced, bread and butter 
items, we actually push electric 
refrigerators, washing machines, 
radios, stoves, kitchen cabinets, 
and other goods which represent 
substantial units of sale with 


good margin. It is very difficult 
to get hardware men to realize 
that these major items make our 
business profitable because they 
are so absolutely convinced that 
it’s all a matter of price-cutting 
and better buying prices. And 
our biggest asset is that we can 
force our managers to cooperate 
in any merchandising campaign 
that we decide has merits where- 
as the average independent store 
owner does not have to even lis- 
ten to a manufacturer’s or whole- 
saler’s ideas on merchandising.” 


Familiar Story— 


Truthfully, this was not entire- 
ly new. I have often sensed the 
same problem when listening in 
on a wholesaler-retailer gather- 
ing or discussion. Too often, a 
manufacturer has told us_ that 
he could not get the proper re- 
sponse from independent dealers, 
or that wholesalers would not 
take hold of his new line until 
he (the manufacturer) created a 
demand and obvious acceptance 
for the line. There is great merit 
in this friend’s argument. The 
hardware trade has thought too 
much about buying and too lit- 
tle about selling. Yet, I can’t 
dismiss from my own observation 
and thinking a deep-rooted reali- 
zation that mail-order and chain 
stores do have a decided price 
advantage, an advantage wholly 
unwarranted by the volume of 
their collective orders when com- 
pared to the volume represented 
by the collective buying power 
of independents through whole- 
salers. Nor can I dismiss from 
my mind the history of the Pat- 
man Chain Store Investigation 
and the resultant Robinson-Pat- 
man Act. The “extras” called 
advertising allowances or some- 
thing else, were actually a price 
advantage. There would not have 
been such vociferous objection, 
from these competitors, against 
the Robinson-Patman Act, if their 
special prices were merited by 
actual economies in_ handling 
their volume. Nor would these 
extra discounts have been dis- 
guised as something else. 


Why the Fuss— 


Having necessarily been ex- 
posed to many pro-chain store 
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arguments in newspaper stories 
and advertisements, one cannot 
avoid knowing that chain stores, 
mail-order houses and department 
stores claim: their way of doing 
business “saves the public 
money’; and that opposition to 
them is premised on an uneco- 
nomic basis and that the Robin- 
son-Patman Act and the various 
state fair trade laws are designed 
to gouge the public. Apparently, 
their arguments have carried some 
weight as the growth of these 
three competing groups cannot be 
dismissed lightly. They are ad- 
mittedly an increasing factor in 
distribution. If their premise was 
well founded and they actually 
did save the public money through 
the alleged “more economical op- 
erations” why are they disturbed 
about the Patman Act and other 
legislative attempts to decide price 
differentials on the merit basis? 
It does not make sense. If for 
no other reason, the opposition 
from chains, mail order houses 
and department stores against 
such legislative efforts should con- 
solidate the independent retail 
trade in whole-hearted support of 
such measures. 


Major Items— 


Believing all this about the in- 
equalities of the price structure 
made available to hardware deal- 
ers I am still of the deep-rooted 
opinion that hardware _ stores 
should seek greater sales vol- 
umes, partly through the more 
aggressive promotion of electric 
refrigeration, stoves, radio, wash- 
ing machines. etc. Given every 
price equality on the general run 
of hardware stock, sales could 
not be materially improved with- 
out a higher individual unit of 
sale. But it is a fair argument 
to say that given more equitable 
prices on standard, “run of the 
mill” merchandise, hardware 
stores would enjoy greater store 
traffic that would encourage more 
opportunity for selling the many 
major items that are closely akin 
to hardware items. 


Atlantic City— 


Less than a month away the 
annual joint convention of hard- 
ware manufacturers and whole- 
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salers promises to provide a very 
informative program. The in- 
creasing burden or taxation; the 
growth of consumer cooperatives, 
problems of management and the 
Robinson-Patman Act are all on 
the program. Each of these sub- 
jects is worthy of the best con- 
sideration of all hardware men. 
The convention opens Monday 
night, October 19 and _ closes 
Thursday, October 22. Advance 
hotel reservations promise a well- 
attended gathering. 


Hardware Age Special— 


For those living around the 
Pittsburgh area or west of that 
point, the HarpwarRE AcE SPE- 
CIAL train provides an extra 
comfort and convenience. This 
through train, starting at Chicago, 
includes in its schedule convenient 
connections at Detroit, Cleveland, 
Columbus, Cincinnati, Dayton, 
Louisville, St. Louis and Kansas 
City. Several of the modern, all- 
Pullman, air conditioned cars 
have already been filled with 
early reservation. Elsewhere in 
this issue are details of the train’s 
schedule. All travel agents and 
railroad ticket offices can arrange 
connection via this Pennsylvania 
train which requires no stop-over 
or change at North Philadelphia. 





If you need any additional data, 
on this train, not provided in this 
issue, or through your local agent, 
please write me and I'll take care 
of your reservations, very 
promptly. 


**Sailor’’ North— 


John S. North (the “S” stands 
for sailor) is now on the high 
seas aboard a windjammer. The 
details were told in our last issue 
in the news section. Since then 
several friends have decided to 
write John a letter which will 
reach him en route. Other friends 
may do the same by addressing 
him care of this publication from 
which point his mail will be for- 
warded now and then between the 
present and sometime in January 
when his trip ends at San Fran- 
cisco. John North is sailing, tak- 
ing a trip that every normal man 
has dreamed about, would like 
to take, never will take and might 
not have, at an adult stage, the 
courage to take. I am _ looking 
forward to his story which will 
be told upon his return. He will 
have many interesting tales to 
tell. If you would like to write 
John a little letter, to be deliv- 
ered during his trip, please send 
it to me. I have his route, but 
am not at liberty to disclose it. 

















The actual expenditures of the U. S. Government for the fiscal year ending 
June 30, 1936, were $8.88 billions, including soldiers’ bonus payments. For ten 
years, 1922 to 1931, the average expenditures were $3.25 billions annually. 

Our artist shows us graphically what nine billions amount to. If all the taxes 
on urban real estate, (which pay 60 per cent of the cost of running all cities), 
were deflected into the Federal reservoir, it would only amount to one-third of the 
outlay last year. 


(Chilton Bureau of Economic Research) 


(S.S. 9) 















How to Sell Your Local Government It 


By JOSEPH L. ERNST 


Purchasing Agent, Board of Educa- 
tion, Rochester, N. Y. A former re- 
tail hardware merchant in that city 
who has sold to and now buys for 
various city departments and sees here 
a profit market for hardware men. 


VEN during the years of the 
EH; depression with greatly 

curtailed budgets, cities, 
towns and counties have been 
large spenders for equipment and 
supplies. You as a taxpayer have 
demanded that services be con- 
tinued. Ash and garbage collec- 
tions have been made regularly, 
though perhaps not so frequently. 
Some new pavements have been 
laid and many more repaired. 
Water works and sewers have re- 
ceived attention. Fire and police 
protection have kept on apace, 
and parks and golf courses have 
in but rare instances been aban- 
doned. With capital outlays for 
new plants and equipment at the 
lowest possible minimum the past 
five years, most municipalities 
now find themselves in the posi- 
tion where new installations in 
many cases are imperative. 

All of the functions of govern- 
ment mentioned above, and many 
more, have become essential and 
taken as a matter of course. These 
functions, and others, require con- 
stant maintenance and surveil- 
lance. If you examine their needs 
and consider the appropriations 
allowed even in lean years, you 
will realize what important and 
sizable customers for hardware 
supplies they must be. 

Most cities and political sub- 
divisions now have a supervising 
buyer or purchasing agent. Do 
not overlook this official in your 
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Even in bad times, city, 
county and town public 
requirements include 
many regular hardware 
store items. This vast 
market exists in towns of 
all sizes and responds to 
active direct outside sell- 
ing efforts. 


quest for business, for after all 
his is the final say. His signature 
on the order is your authority 
to furnish certain merchandise as 
specified. Some dealers bring up 
the word “politics” the moment 
any possible business with a pub- 
lic agency is suggested. These 
same dealers might be surprised 
to learn how little their more 
successful competitors “play poli- 
tics.” If being on the job and 
continually out gunning for busi- 
ness on the old standby policies 
of price, quality and service is 
“politics” then mote power to 
them. After all, there is no Re- 
publican way and no Democratic 
way to purchase. Most public 
buyers are broad-gage men. Many 
have been schooled in their pro- 
fession by industrial experience, 
and are aiming above all else to 
do a creditable job. This fact is 
being more and more demon- 
strated and there is a noticeable 
effort being made to remove pub- 
lic buyers from political patron- 
age to civil service appointees. 


Frequent Calls 


Make your calls on the pur- 
chasing agent often enough so 
that he knows you and has you 
in mind when business in your 





JOSEPH L. ERNST 


line develops. At the same time 
do not make yourself a nuisance 
by continued and frequent calls, 
with no special message or ob- 
jective except to use the time of 
the buyer in useless and long 
winded discourses on _ subjects 
with no relation to the business 
at hand. Most purchasing agents 
are exceedingly busy men, and 
aside from receiving salesmen 
have a vast amount of detail work 
to handle. If a P.A. receives call- 
ers from 9 a. m. to 4 p. m. he 
can do little else during that 
period. His regular routine work 
must be done in the morning be- 
fore nine and in the afternoon 
after four o’clock. Many a public 
and private buyer works longer 
hours than he is given credit 
for. Let brevity be your watch- 
word. Present your story con- 
cisely and in an_ interesting 
manner, and you will merit the 
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respect of the buyer and gain his 
confidence. When you have ac- 
complished this much you have 
gone a long way on the road that 
leads to increased business and 
satisfactory relations with public 
purchasing officials. 

While you are building up con- 
fidence and good will with the 
purchasing agent continue to 
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study the municipal scheme and 
become acquainted with the heads 
of the various departments. While 
the names and titles of office may 
differ in the many cities and 
towns the three large groupings 
of civic activities may be broadly 
classed as Public Works, Public 
Safety and Public Welfare. The 
names indicate the type of duty 
performed, but there are found 
so many, generally considered 
well-informed men of_ business, 
who are woefully lacking in know- 
ing their city or town or county 
government that it may not be 
amiss to note some of the enter- 
prises coming under the headings 
listed. 

The Department of Public 
Works will likely be found to 
have many bureaus or divisions 
each headed by a chief, and de- 
pending in number and impor- 
tance on the size of the county 
or municipality. In smaller towns 
the Commissioner of Public Works 
may, himself, be the active head 
of all branches under his con- 
trol. No matter what the local 
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setup may be the following func- 
tions all come under Public 
Works, Streets and Sewers, Parks, 
Playgrounds, Public Buildings, 
Water Works, Cemeteries, Ash 


and Garbage Collections, Snow 
Removal, Airports, and in many 
towns the public utilities of Elec- 
tricity, Gas and Street Railways. 

Under the Department of Pub- 


lic Safety will be the police and 
fire departments, jails or pene- 
tentiaries, and various inspection 
bureaus of safety such as eleva- 
tors, fire escapes, etc. The Public 
Welfare Department deals with 
human needs, the various munici- 
pal institutions for the sick, the 
aged, the homeless, hospitals and 
general relief agencies. 

It is a good policy to know 
the personnel of these various bu- 
reaus, to visit them in office or 
shop, and unless the Purchasing 
Agent objects, or other regulations 
prohibit such contacts, to plan 
an occasional call on them. 


Needs at a Profit 


An excellent plan that I found 
to be of real value in noting all 
public buyers and projects is to 
list the various departments with 
the names of the men concerned 
and to be called on, such as 
bureau heads, superintendents, 
foremen and stockkeepers, giving 
their titles and addresses, together 
with notes and memoranda re- 
garding hardware items in which 
they would be interested. You 
will be surprised, when you have 

(Continued on page 96) 
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A Great Triangle 


PLAN 
PROMOTE 
PROFIT 


By O. H. MORGAN 


Treman, King & Co., Ithaca, N.Y. 





Editor’s Note: Mr. Morgan, prior to 
his present association with Treman, King 
& Co., was connected with the general 
merchandise office, in Chicago, of Sears, 





HE principle of “trade-up” 
is as old as retailing itself, . 


and, because it has been 
spoken of so often, it has been 
thought of as a “bromide” of 
the trade; yet it is as sound, basic 
and vital as any single element 
of modern merchandising. By 
“trade-up” we mean the endeavor 
to sell the customer a_ higher 
priced item, or a higher gross 
profit article in an endeavor to 
realize more sales volume or more 
gross profit for the year. It is 
really a problem of proper train- 
ing of the sales personnel, details 
of which will not be discussed 
here, but there is much from a 
merchandising and display point 
of view which can be done to 
simplify the process of trading 
up. | 
When we refer to “sales pro- 
motion,” we do not mean high 
pressure promotional schemes. 
We understand, rather, good sales 
promotion as a sound and basic 
fundamental of retailing. Experi- 
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Roebuck & Co., travelling and visiting the 
retail stores of that organization. His 
observations are outlined in this article, 
which is a summary of his talk before 
State retail hardware conventions during 
the past season. It gives an instructive 
picture of syndicate promotions as a whole. 
Hardware dealers will find inspiration and 
help in Mr. Morgan’s article. 
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ence shows that approximately 
sixty per cent of sales in a given 
store, carrying various lines of 
merchandise, are due to about 
thirty per cent of the items car- 
ried. Thus, it is essential that this 
thirty per cent of the items, or 
the best sellers, should be drama- 
tized in display. In other words, 
play the winners. 
Provide Visibility 

It is essential to provide visi- 
bility of a complete assortment 
of merchandise, so that the trade- 
up principle is suggested by the 
merchandise and may be utilized 
by the sales person. It impresses 
the customer with the fact that 


a complete assortment is avail- 
able to him. 

Shrewd operators in the retail 
field outline a campaign of pro- 
motional activity several weeks 
in advance of the time it is to be 
put in operation. If they are 
planning for March sales—I am 
speaking of day-to-day sales— 
they begin about the first or sec- 
ond week of February to outline 
their promotional advertising 
campaign for March. At this time 
they consider such influences as 
seasonal importance of various 
lines of merchandise, orthodox 
retail events, such as school open- 
ing, opening of hunting and fish- 
ing season, etc.—lines coming 
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into season and lines to be pro- 
‘moted as a general classification 
of merchandise. 

The second important element 
of sales planning is the well-timed 
use of special sales events, and 
using “traffic stimulants”; that is, 
the offering of low-priced articles 
to draw the customers into the 
store periodically during the ac- 
tive buying season. But often some 
stores of the proverbial “fire sale” 
type pursue a policy of continu- 
ous special sales. Few of them 
have lived long enough to cele- 
brate many anniversary events. 
This type of promotion is not 
consistent with the building of 
regular year-in and year-out busi- 
ness and satisfied regular custom- 
ers. Nevertheless, the use of oc- 
casional special sales for the 
solicitation of new customers, is 
a highly important phase of con- 
structive retail sales promotion. 

All special promotion items I 
have referred to are items on 
which the retailer expects a short 
gross profit, so as to offer a real 
value to his customers. 

Obviously, this plan means ag- 
gressiveness in utilizing the trade- 
up principle. Experience shows 
that sixty per cent of a store’s 
volume during a sales promotion 
is done on regular normally- 
priced items; so again it behooves 
the retailer to display regular 
items adjacent to comparable spe- 
cial items, so as to assist the sales- 
person in trading-up. Thus cur- 
rent syndicate practice puts these 
special low gross items in their 
respective departments so as to 
cause circulation of traffic. The 
regular best sellers, which carry 
a normal mark-up, are generally 
spot-lighted in interior display so 
that traffic which is shopping for 
special items will not miss the 
regular items. 

One important thought to be 
remembered concerning a_ sales 
promotion policy is that no store 
can or should plan for aggressive 
promotion of sales every day in 
the year. There are times to at- 
tack and there are times to retreat. 
The public has told us definitely 
over a period of years that in 
January and February they do 
not want to buy very much of 
anything from anybody. This is 
true to almost the same extent in 
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July and August. It costs too 
much to try and force the public 
to buy when they do not want to. 

On this basis aggressive sales 
promotional plans should not be 
attempted in off-seasons or on 
out-of-season goods. It is better 
for a store to save its ammunition 
for a bigger and noisier bombard- 
ment during the active buying 
season, when the ammunition will 
do more good. 


Planning a Sales Event 


Let us consider the manner in 
which syndicates go about the 
merchandise preparation of sales 
planning for an event. I am go- 
ing to take you into this in a 
rather detailed way, so that you 
will understand the character and 
thought put behind their promo- 
tions. Let us say that they are 
planning their spring season 
which begins in January and ends 
July 1st. About three or four 
months prior to January they 
plan for that season. In other 
words, along in the early part of 
the fall the promotional and ad- 
vertising specialists with sales 
managers of various lines of mer- 
chandise all get together and dis- 
cuss orthodox seasonal promo- 
tions, and things of that sort 
which occur normally during the 
spring season. 

They say: “Now, what items 
are you going to run during that 
time? What items will be in sea- 
son, and what will be good?” 
And they line out their general 
program that way—of promo- 
tions by name only. Nothing has 
been said so far about items as 
such, just general promotions. 

Now let’s take a_ particular 
event they are planning for, and 
say it comes along in May; about 
three months prior to that, this 
promotional committee will go to 
these same sales managers and 
say: “Submit to us a list of items 
that are going to be good and that 
you want to run. These have got 
to be special items. They have 
got to be low gross items, and we 
want you to tell us the suggested 
selling price and also tell us 
what profit it will show on a 
landed basis in the various retail 
stores, so that they know in ad- 
vance as they are picking it, what 
that item is going to gross.” Then 





they take these items and com- 
pare them with their previous 
sale’s records. In other words, it 
might be comparable to similar 
items that were run last year. Was 
it any good? How many did we 
sell? And on the basis of those 
sales, they decided whether or not 
the item should be repeated. Then 
they decided on all these special 
items they are going to run, and 
then they go back and tell the 
buyers, “These are the items, go 
out and buy them.” They have 
made this list up and have been 
on the lookout for these items, 
and have them already at hand 
for this sale.” 

Now about two months prior 
to these sales events they send out 
what they call “commitment 
sheets” showing merely a listing 
of these special items. They show 
price, mark-up percentage, source, 
F. O. B. point, manufacturer’s 
name, factory pack, etc., all in- 
formation that is pertinent for the 
retail store to consider when buy- 
ing an item. They give a very 
complete description. If it is 
similar to another item they will 
tell the store so. If it is an item 
of what we term as “soft lines,” 
like a sweater or something of 
that sort, they will send samples 
out so the store can see for them- 
selves before placing “commit- 
ments” for orders. Now at the 
same time they suggest to the re- 
tail store what that store should 
do with the merchandise that is 
left over. In other words, they 
don’t go into it assuming they are 
going ‘to sell the entire quantity; 
sometimes you will, and the ma- 
jority of times you won't. What 
are you going to do with it? You 
have built your complete assort- 
ment of regular items, and when 
buying a special it might be 
similar to another number or 
entirely different. If it is 
similar to another number, it is 
suggested to the store that after 
the sale event they mark it up 
again and run it into a regular 
line of merchandise. If it is dis- 
similar, take it off sale and hold 
over for another promotion a 
month or so later; so when that 
item appears again in the public 
eye, it is a special item. 

Now at the time they submit 
these “commitment sheets” — re- 
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Preparing for a Sales Event 


Time 


2-3 mo. prior to 
6 months season 


6-10 weeks prior 
to sales event 


2 weeks prior to 
event 


2-3 days prior 


Day before event 


Day after event 


(Independent) 


Accomplishment 


Discussion with buyers or department heads of 


general plans, logical seasonal promotions, 
tying up with national or local events or cele- 
brations (opening of fishing or hunting season) , 
Paint-up, Clean-up, Spring Housecleaning, 
Mother’s Day, Hallowe’en, Decoration Day, 
Fourth of July, Labor Day, Thanksgiving, 


Christmas, etc. 


Lists of suggested items from department heads 
showing promotional items, quantity to be 
ordered, prices, percentage of profit, disposition 
after event, consider items in stock. Discussion 
after comparison with previous item sales 
records. Resubmission of agreed lists in tripli- 
cate (1 for checking in mdse. ordered, 1 for 
advertising, 1 for department head). Plans for 
publicity stunts, unusual displays, etc. Estimate 
sales for advertising and compare with orders. 


Checking for receipt of ordered merchandise, 
punching up manufacturer, submission of sales 
copy for advertising and price cards for in- 
terior display—window display schedule—dis- 
cussion with department heads for spotting spe- 


cial items in department—arranging for extras. 


Last check on late items—advertising definitely 
determined—release of build-up advertising— 
direct mail sent out—preview customers noti- 
fied—interior display selling signs ready— 
plans for getting merchandise on sales floor— 
delivery and service departments ready for in- 


creased business. 


Windows ready, interior ready, sales meeting 
for all regular and extras to show special items 
and generate enthusiasm, announcement of 
store contest, review of ads, special publicity, 
etc.—check delivery and service set-ups. All 


ready! 


Check to see if windows are changed, special 
price cards down, special items marked up or 
taken off sale, record of sales by items. 
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member this is two months in ad- 
vance of the event—they give the 
stores a definite date, at which 
time those sheets should be re- 
turned to headquarters. It is all 
worked out according to schedule. 

Now six weeks prior to this 
event—in other words—they al- 
low two weeks for this store to 
get it in. They send orders to the 
sources for shipment direct to the 
stores or for shipment to the near- 
est warehouse, where it is dis- 
tributed to the retail stores. One 
month or four weeks prior to the 
event, they send out advertising 
copy, window display layouts and 
various publicity stunts used by 
others on a previous year or years, 
so they can line out their pub- 
licity campaign. 

That interchange of information 
of what one store has found good, 
passed on to another, is a very 
good point. Some fellow in Texas 
might have done a splendid pro- 
motional job, and a fellow in 
Maine doesn’t know anything 
about it except through this me- 
dium of interchange of ideas. 

Now as far as headquarters and 
the buying staff is concerned, their 
promotional work is practically 
through as far as they are con- 
cerned. It is up to the stores after 
the event is over. However, they 
want to know how the items went, 
how many did they sell; so they 
will know what items were good 
for next year. 


Planning Ahead 


What does the syndicate retail 
store do when they get this “com- 
mitment”? As I said, they get 
these listings of items that are 
available for them two months 
prior, ther they give the sheets 
out to their department heads and 
all look them over, sit down and 
decide what they are going to do, 
what items to offer. At that time 
they also discuss the “after event 
disposition.” In other words, 
what are they going to do with the 
carry-over? They also decide on 
which regular items are going to 
be featured. In other words, they 
are planning on only 40 per cent 
of their sales to come from special 
items they are buying. Sixty per 
cent is going to come from regu- 
lar items; so they have got to 
feature those. 

(Continued on page 90) 
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DEALER writes me that he 
A believes after sober sec- 

ond thought that the 
Robinson - Patman law is some- 
what “amphibious.” Probably 
“amphibious” is a better word 
than “ambiguous.” 

From the letters I am receiving 
from manufacturers, jobbers and 
the larger class of retailers in the 
hardware line, the Robinson-Pat- 
man law is not quite as popular 
as it was. A study of this bill 
seems to have caused a good deal 
of the original enthusiasm to wane. 
Probably those hardware men 
who were not keen for the bill in 
the beginning showed an unusual 
amount of intelligence. Evidently 
they believed in sober second 
thought. They were not carried 
away by mass enthusiasm. 

Several large retailers have 
written me letters stating they 
have been receiving jobbers’ dis- 
counts from manufacturers. Re- 
cently, in a number of cases on 
account of the Patman law, these 
discounts have been recalled. 
These large retailers do not like 
this. Several jobbers in personal 
conversations have stated that 
they have found a stiffening up on 
the part of manufacturers in a 
number of lines. Special conces- 
sions have been withdrawn. 

Several manufacturers have told 
me that they do not know exactly 
what to do, whether to withdraw 
special prices that had been 
quoted to large buyers, or to stand 
pat and await developments. One 
buyer told me that a manufac- 
turer had said to him: “Now we 
find it necessary to withdraw the 
special rebates you have been re- 
ceiving, but in our opinion this 
bill will be declared unconstitu- 
tional, It is not workable. It is 
too indefinite. Then, in case that 
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Sober Second ‘Thought 


By SAUNDERS NORVELL 


happens, it will be a simple mat- 

ter for us to reinstate your spe- 

cial discount. Therefore, do not 

hesitate to order what you need.” 
* x * 

One manufacturer states that he 
is very much in favor of the Pat- 
man law because it puts him in a 
position to say to the chiseler: 
“Now, I would be very glad, in- 
deed, to give you the concession 
you ask for, but unfortunately, on 
account of the Patman law, it is 
impossible. I must put all of my 
customers on the same basis. 
Where there is competition be- 
tween my customers, I cannot put 
one on a better basis than the 
other. I am terribly sorry, but, 
of course, you see my position.” 

Another visitor remarked that 
the Patman law has been a God- 
send for lawyers. Hundreds of 
lawyers have given opinions on 
this bill, with a fee all the way 
from $500.00 to $1,000.00. The 
editor of a drug paper told me he 
estimates that in the drug field 
alone, $1,000,000 has been paid 
to lawyers since this bill became 
a law. However, he also told me 
that the Federal Trade Commis- 
sion are doing all they can to help 
out the situation. They have an- 
nounced that they are willing to 
give informal answers to ques- 
tions to help guide manufacturers 
and others. These answers not 
to be taken officially, but just as 
a guide. 

This law, which in the begin- 
ning seemed to be just a law to 
protect the little fellow against 
the big fellow, now turns out with 
all of its amendments, to be a law 
that will directly affect the entire 
business of the United States. 


* * * 


There is no question whatever 
that the reason the Patman law 









was passed was because of the 
startling revelations in the food, 
drug and rubber goods lines at 
the Patman hearing. Manufactur- 
ers who were called before this 
committee, placed under oath and 
asked questions about the special 
deals of all kinds they were giving 
to chain stores and other large 
buyers, made statements that be- 
came part of a record that startled 
the whole country. It is strange 
that these statements should have 
been so startling. Everybody must 
have known, for instance, in the 
case of rubber tires, that Sears 
Roebuck were receiving specially 
low prices or they could not afford 
to sell the tires at the prices they 
did. Nobody for one moment 
thought that Sears Roebuck were 
selling these tires at a loss. There- 
fore, at the price they quoted if 
they were to make a profit, ipso 
facto, they must have bought the 
tires at much lower prices than 
jobbers or retailers. The whole 
story came out at this investiga- 
tion, and what was surmised in 
the first place, became a matter 
of record. 

Then there were the enormous 
advertising allowances made in 
cash to certain chain stores. A 
large volume of business was 
actually bought by one manufac- 
turer away from another manu- 
facturer by paying cash on a 
monthly basis. A monthly check 
was sent to cover this cash. 


All of these startling revela- 
tions came out at this investiga- 
tion. In the food, drug and rub- 
ber goods lines, the committee was 
posted by these various industries. 
The questions to ask were put up 
to the committee. The records of 
prices were put up to the com- 
mittee. In all of this, the food and 

(Continued on page 76) 
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The “Who Makes It Issue 
Reaches Its Readers 


Bigger and Better 

Denver, Coto.—The annual copy 
of Harpware Ace Directory Num- 
ber has been received and all I can 
say is that it is bigger and better 


"4 tiny 
AK MMe. 


S 


than ever and that is saying an awful 
lot. 

I know that there will be many 
times during the coming year that 
I will turn to it for data and am 
positive I can find it in this book. 

This in addition to your helpful 
magazine is certainly the cheapest 
investment I have made in many 
years. 

Water L. Scumipt, 
Schmidt Sales Company. 





Magnificent! 

Boston, Mass.—Copy of “Who 
Makes It?” is received. It is mag- 
nificent—congratulations. 

SPENCER J. STEINMETZ. 


A Handy Companion 


PortLanD, Ore.—This acknowl- 
edges the copy of “Who Makes It?” 
August 27 and must say they come 
bigger and better each time and we 
fail to find words to express our ap- 
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preciation of its contents. Its com- 
pleteness makes it a handy com- 
panion for our desk and daily wants. 
Joun T. MitcHeLt, 
John T. Mitchell Sales Co. 


Encyclopedia of Hardware 


GREENVILLE, Pa.—TI desire to ex- 
press my appreciation of your latest 
Directory Number. It has a number 
of very useful hardware tables. 


which can be used daily. I like 


ITS AN ENCYCLOPEDIA OF HARDWARE 
! (Wen, 


VO 
Wer 





very much the section in which is 
given the trade name and jobbers’ 
brands of various hardware items. 
Being formerly interested in build- 
ers’ hardware I went over the glos- 
sary of builders’ hardware terms, 
with a great deal of interest. I 
might add that the advertising sec- 
tion is really an’ encyclopedia of 
hardware items. 

Retail trade surely ought to ap- 
preciate such a fine volume and 
should be willing to mention your 
publication when writing the firms 
listed in the Directory. 

Wishing you continued success, [| 
am 

H. D. WHIELDON 





Will Be Useful 


Roanoke, Va.—We acknowledge 
receipt of and thank you for the 
Harpware AcE Merchandise Direc- 
tory Number. This is indeed a very 
complete edition and will be found 
very useful. 

Thanking you, we are 

E. W. JoHNstTon, 

Graves-Humphreys Hardware Co. 


Wants Four Extras! 

New York City—This is to ac- 
knowledge receipt of your Merchan- 
dise Directory entitled “Who Makes 
| 





We have found this book to be of 
great assistance to us and would like 
to equip each one of our Buyers 
with a copy of it. 

We would appreciate it very much 
if you would be kind enough to send 
us four additional copies. 

With many thanks in advance for 
this courtesy. 

E. R. Massack, President, 

Masback Hardware Company. 





Finest Ever 


KENNETT Square, Pa.—Many 
thanks for yours of 24th ult. “Who 
Makes It?” arrived and it is just 





great. Finest copy you have ever 
put out—congratulations. 
Square Hardware Company. 


They Would Miss It 


Cuicaco, I1t.—Thanks for latest 
copy of “Who Makes It?” 

We use it often and would surely 
miss it if it were not in our hands. 
E. T. Hann, 

C. Hahn & Company. 
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Photo courtesy Philadelphia Evening Bulletin 


The Krider Gun Shop at Walnut and Second Sts., Philadelphia 


Kriders Gun Shop in Philadelphia 
One of America’s Historic Places 


delphia are many bronze 

plates, marking historical 
sites, such as that on the building 
occupied by the Bell Telephone 
Company of Pennsylvania, indi- 
cating that Benjamin Franklin 
and his family lived there long 
before the American Revolution. 
Just across the corner, at Second 
and Walnut Streets, stands a 
building, 185 years old, on the 
site of the birthplace of John 
Drinker, the first “man-child” 


i the older sections of Phila- 
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born in Philadelphia. For one 
hundred years it has been used 
as a gun shop and its history is 
one of vital connection with that 
of the United States of America. 
Carpenters’ Hall, Independence 
Hall and other shrines may be 
more widely publicized, but Kri- 
der’s Gun Shop is steeped in 
American history. 

The Drinker family were the 
builders of the structure, a dwell- 
ing, and at that time. to use 
William Penn’s own words, 


“Philadelphia consisted of three 
or four little cottages, such as 
Edward Drinker’s.” John Drinker, 
the son of Edward Drinker, was 
born there three years prior to 
the arrival of Penn, who must 
have acquired the property, for 
the records indicate that John 
Drinker bought the property from 
William Penn and erected the 
building which still stands there. 
John Drinker was a cabinet maker 
and used the building as a shop 
(Continued on page 106) 
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Better Ad Layouts 
tor Better Business 


V—Selecting the Geometrical Design 


IGURE 13 shows one of the 
JH ‘istresin combinations of 

the circle and rectangle, a 
form of geometrical layout design 
that may be depended upon to 
produce numerous distinctive lay- 
outs. In fact, the circle used in 
combination with either of the 
other two geometrical forms dis- 
cussed in these articles ordinarily 
produces layouts which get off 
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the beaten track, and hence pos- 
sess exceptional attention-getting 
value. 

It will also have been noticed 
by the reader that the more com- 
plicated the geometrical design 
employed as the base of the lay- 
out, the less distinctive the finished 
advertisement, although it will 
always be properly balanced. 
And, conversely, the simpler the 







These installments of the 
series appeared in previous 
issues of Hardware Age. 
They are not available for 
reprinting. 


By E. H. BROWN 


geometrical design, the more at- 
tractive the advertisement. 
Figures 1, 2, 4, 8, and 10 offer 
examples of the distinction that 
can be achieved by the advertiser 
who limits his geometrical design 
to only two forms. Two triangles, 
two rectangles, two circles, a com- 
bination of any two, offer endless 
possibilities. In addition, the use 
of but two forms results not only 
in effective display but in gen- 
erous white space which may be 
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used as such or for the insertion 


.of suitable illustrations. 


Advertisers wishing to limit the 
amount of text in their advertise- 
ments, those announcing merchan- 
dise which requires relatively 
little text, those who lean toward 
plenty of white space, will find 
that the use of but two forms in 
the advertisement will give them 
everything they require. 

Figures 6, 7, 11, 12, 13, and 
14 illustrate a few of the thou- 
sands of possible arrangements 
of three geometrical figures in 
the advertisement. In some in- 
stances, layouts of distinction can 
be obtained with three figures, 
layouts which are in no way in- 
ferior to those obtained by the 
use of but two forms—Figures 7 
and 12, for example. Ordinarily, 
however, the use of three forms 
results in a considerably greater 
amount of text matter and in less 
white space. 

Figures 3, 5, and 9 show ex- 
amples of the results achieved 
when four geometrical forms are 
used to produce the layout de- 
sign, and Figure 15 demonstrates 
that as many as five forms may 
be used. Under ordinary circum- 
stances, however, the use of more 
than four forms in the layout is 
not advisable: in fact, four forms 
are rarely needed except when 
there is a‘ great deal of matter 
to be presented to the reader—a 


special sale, for instance, involv- 
ing a large number of separate 
items, or a commodity which must 
be explained in detail. 

It will be seen that the com- 
modity or service to be advertised, 
as well as the personal preference 
of the advertiser respecting white 
space, illustrations, and long and 
short copy, will govern to a great 
extent the number of geometrical 
forms to be used in producing 
the layout design. 

This is as it should be. The 
layout is not itself the end, but 
merely a means to an end. Never 
should it be permitted to influ- 
ence the commodity or service to 
be advertised; rather, the layout 
has the duty of attractively pre- 
senting that commodity or service 
to the reader. Invariably, the least 
complex design that will attrac- 
tively, yet completely, achieve the 
presentation should be chosen in 
preference to a no less interesting 
but more complex design. Never 
should completeness be sacrificed 
to appearance but, on the other 
hand, completeness should be 
achieved in the most simple de- 
sign which affords it. 


Size of Advertisements 


All of the examples illustrated 
in these articles were designed 
to occupy a space three columns 
wide by ten inches deep. How- 
ever, they may be used with no 


less success in a space two col- 
umns by seven inches, four col- 
umns by fourteen inches, or even 
larger. The geometrical system 
of layout design, except in rare 
cases which need not be dis- 
cussed here, is not applicable to 
one column advertisements. This 
is not because of any weakness 
of the system, but simply because 
the space at the disposal of the 
advertiser is so small that any 
attempt to divide it into boxes 
would result in almost micro- 
scopically small text blocks. 
Theoretically, the system may be 
used; practically, it is not ad- 
visable. The advertiser who is 
using single column  advertise- 
ments has little choice other than 
to consider his space just what 
it is—a rectangle requiring a 
heading at the top, possibly a 
sub-heading or two, and his name 
at the bottom. 

In the case of large advertise- 
ments, a full newspaper page, for 
example, the geometrical method 
will work perfectly. However, in 
this case, particularly when a 
large number of individual items 
are offered for sale, a more com- 
plicated geometrical pattern will 
be found necessary—that is, a 
pattern containing perhaps as 
many as ten rectangles, circles, 
and triangles within the advertis- 
ing space. Naturally, a geometri- 

(Continued on page 82) 
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By LESLIE G. MOELLER 


UST as the little Rochdale 
cooperative in England 


proved to be the beginning 
of what was a billion-dollar busi- 
ness in that nation in 1935, so a 
little cooperative which began in 
New York State seventy-three 
years ago was the beginning of 
the United States cooperative 


movement that did $500,000,000 
at retail in 1935. 

This $500,000,000 volume may 
not seem terribly important, since 
it is not much more than 1 per 
cent of the total national retail 
volume, but it gets real attention 
from these angles: the co-ops 
showed steady gains each year of 


The new Cooperative Building on Main St., Dillonville, Ohio, comprising a whole 
city block and a part of the fleet of 16 delivery trucks. Offices on Second Floor. 
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A Coop. Store at Cromwell, Minn. 


the depression, and in 1935 they 
showed an increase of 37 per cent 
over their $365.000,000 volume 
in 1934, a percentage of gain 
probably twice that of the aver- 
age privately-owned business. 
This volume comes in many 
fields, but the greatest of these 
is farm supplies because farmers 
organized the first co-ops and are 
still most active in them. These 
farm supplies, including most 
often feed and fertilizer, but also 
such items as paint, machinery, 
building supplies. and coal, ac- 
counted for about one-half of 
the total U. S. co-op volume. 
One-eighth of all U. S. farm 
supplies are now sold through 
co-ops, which doubled their vol- 
ume between 1929 and 1934. Of 
the 1906 active associations in 
the 1934-35 marketing season, 
with an estimated membership of 
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Farmers’ Union Oil Co., Devils Lake, N. D., a Cooperative unit. 


790,000, more than two-thirds 
were located in the twelve North 
Central States. (The states lead- 
ing in membership were Minne- 
sota, Illinois, Indiana, Massachu- 
setts, Wisconsin, Iowa and Ne- 
braska, but New York was first 
in value of supplies purchased.) 

Next most numerous are the 
co-op filling stations, the first of 
which was formed in Minnesota 
in 1921, only fifteen years ago. 
Last year in that state such co-op 
stations handled 8.7 per cent of 
all the light petroleum products, 
only Standard Oil having a larger 
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percentage. The 145 co-op asso- 
ciations are estimated to have 
between 40,000 and 50,000 mem- 
bers, and through their 450 out- 
lets they sold more than 39,000,- 
000 gallons of gasoline in the 
year. In one county they had 71 
per cent of the business, and in 
two others 35 and 33 per cent. 
(In other states there are now 
about 2350 co-op oil units.) The 
original consumer co-op filling 
station in 1935 showed a gain of 
31 per cent in business and 91 
per cent in savings over 1934; 
in the fifteen years it has paid 





Virginia Work Peoples Trading Co., Virginia, Minn., Another Cooperative Store. 





2s} in the United States Today 


members more than $60,000 in 
patronage dividends. 

It is in Minnesota, too, that 
the fullest possibilities of the 
co-op retail unit have been 
achieved. When the lumber town 
of Cloquet was burned out in 
1918, its co-op store went up in 
smoke. But in the years that fol- 
lowed the co-op was rebuilt so 
well that in 1934 it operated a 
main store with three branches, a 
feed warehouse, a coal yard, a 
filling station, and a garage. In 
a city of 7000 persons it did a 
business of $750,000, and in 1935 
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that figure climbed 30 per cent 
to only a little less than a mil- 
lion dollars. 

Retail co-ops do not stop with 
these fields alone. In New York 
City last year the 16-year-old 
Consumers Cooperative Services, 
Inc., operated eleven cafeterias, a 
credit union or co-op bank, and 
a 67-family apartment house. 
Cooperative Distributors, a New 
York City co-op mail order firm, 
did $100,000 in 1935, its third 
year, doubling its 1934 volume. 

The 64-year-old Workmen’s Mu- 
tual Fire Insurance Cooperative 
in New York City in 1936 had 
67,000 members and insurance in 
force totaled $85,272,000. In col- 
leges and universities, book stores, 
cafeterias, dormitories, cleaning 
and pressing establishments, laun- 
dries, and buying pools are 
operated cooperatively. Other 
co-op units handle coal, flour, 
paint, hardware, lumber, auto 
tires, batteries, and other acces- 
sories, electric power, telephone 
service, medical, dental, and even 
hospital and burial service, and 
credit unions or co-op banks. 
(Incidentally, more than 1000 
credit unions have been organized 
under federal charter in the last 
sixteen months, and they are now 
being formed at the rate of 150 a 
month. ) 

When the co-op movement gets 
a strong start in a community, 
how far will it go? 

In Hermiston, Oregon, with a 
population of 600, consumer 
co-ops did more than $250,000 
in 1935. The Farm Bureau co-op 
did $147,000, mostly in feeds 
and seeds; the Grange co-op han- 
dled $36,000 in hardware, lum- 
ber, fuel, and implements; a co-op 
gas station did $21,000, with a 
patronage dividend of 10 per 
cent; a cannery and laundry did 
$5,000, and a co-op grocery 
$26,000. The town also has a 
community credit union, and mar- 
keting co-ops sold $250,000 worth 
of farm products. 

After thus invading the retail 
field, co-ops have gone on to 
wholesaling also. In some cases 
this was done because existing 
private wholesalers would not 
sell to retail co-ops, while in 
others the wholesales were de- 
veloped because co-op workers 


thought them the next logical step 
in co-op organization. 

The co-op wholesales came first 
in petroleum products, and are 
strongest in Minnesota, where re- 
tail gasoline co-ops are strongest. 
Midland Cooperative Wholesale, 
with 65 member co-ops in the 
state and 70 outside, had total 
sales of $2,423,105 in 1935, a 
38 per cent gain over 1934, and 
net income of $61,729. Still 
larger is Farmers Union Central 
Exchange, of South St. Paul, with 
227 cooperatives, which handled 
5244 tank cars of petroleum 
products in 1935. 

These wholesales are financed 
and operated just as the retail 
units are—through purchase by 
retailer co-ops of one or more 
low-cost shares in the wholesale; 
each member co-op has one vote 
in electing the board of direc- 
tors, which chooses the personnel 
and is responsible for manage- 
ment, sales are usually at market 
levels, and the customary interest- 
payment and patronage - refund 
plans are used. 


Began Wholesaling 
Gasoline Products 


One of the leading midwest 
co-op wholesales, Consumers Co- 
operative Association of North 
Kansas City, begun as a whole- 
saler of gasoline products, since 
its real founding in 1929 has 
spread into many other wholesale 
fields and even into processing 
and manufacture. CCA went into 
oil-blending in that year when, as 
a small struggling co-op oil 
wholesaler, it was refused oil 
supplies as “too small a cus- 
tomer” by an oil blender nearby. 
In September, 1935, CCA moved 
into that company’s plant after 
having bought it at bankrupt 
sale. CCA now ships a trainload 
of petroleum products a day; 
sales for June, 1936, were 711 
cars of refined petroleum prod- 
ucts and 143,249 gallons of 
lubricating oil, and business for 
the first six months of the year 
was 20 per cent over 1935. In 
the seven years member co-ops 
have received $122,318 in pat- 
ronage dividends. 

From petroleum products CCA 
went into auto tires, batteries, and 
accessories, and then into lum- 


ber, shipped direct from mills in 
various parts of the United 
States; it also sells roofing, fenc- 
ing, wire, and nails direct to its 
member co-ops; it is developing 
a grocery wholesale, and it now 
has its own paint manufacturing 
plant. 

This gradual expansion into 
other products, after consumer 
members of the retail units have 
been “sold” on the co-op idea, is 
characteristic of the “smart man- 
agement” which has brought the 
modern co-op movement ahead so 
rapidly. The technique is simple. 
First, a one-line co-op unit, most 
commonly a co-op filling station 
or food store, is set up and the 
members shown how they “save” 
on these products. Sold on this 
service, the members are “ripe” 
for the plan of setting aside a 
part of profits and putting in 
another line such as tires, batteries 
and auto accessories. The man- 
agement merchandises and pushes 
this new line until members are 
accustomed to it; this done, gro- 
ceries, or building supplies, or 
lumber, or a complete line of 
paints, may be the next product 
to be added, each in the same 
way. ; 

Hand in hand with this method 
has gone the development and 
the smart merchandising of the 
“Co-op” lines of merchandise, 
manufactured to carefully drawn 
uniform specifications and avail- 
able only through co-ops. The 
trade mark is used on gasoline, 
oils, tires, batteries, auto acces- 
sories, many kinds of groceries, 
feeds, fertilizer, a tractor, paint, 
lumber and other products. Most 
of them are made in privately- 
owned plants—a large tire factory 
which got the first few small co-op 
orders now sells half its output 
in this way. An_ increasingly 
large quantity, however, comes 
from co-op owned units—for ex- 
ample, CCA and other wholesalers 
blend their own oil, CCA makes 
its own paints, and the co-op 
owned Southern States Coopera- 
tive Mills at Baltimore, Md., can 
make 30 to 40 cars of farm feeds 
a day. 

Management of co-op whole- 
sales especially shows foresight 
—for example, anticipating the 

(Continued on page 92) 
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THREE HUNDRED AND EIGHTY-SIX YEARS 
of continuous service with the Enterprise Mfg. Co. of Pa., 
Philadelphia, Pa., are represented by the seven men of 
that company who are members of the Harpware AGE 
Fifty Year Club. These hardwaremen, all members of 
the Enterprise Veteran’s Legion, are: H. E. Asbury, John 
Major, John Ross, Frank Allen, John Knecht, John Logan 
and Charles H. Dedaker. Mr. Dedaker joined the Fifty 
Year Club on October 10, 1935, as recorded in the issue 
of that date. He has been an Enterprise man for sixty- 
one years and is today active as the firm’s purchasing 
agent. 


H. E. ASBURY, who is the president and chairman 


of the board of the company, began his career at Enter- 


HARDWARE AGE 
FIFTY-YEAR CLUB 


prise’s plant fifty-two years ago in the foundry. He is a 
son of the founder of the business. 


JOHN MAJOR is a member of the painting depart- 
ment and has been in that section of the plant for sixty 
years. 


JOHN ROSS is the youngster of the Enterprise Vet- 
eran’s Legion, in years of service, having completed a 
half a century with the company. He is an inspector. 


FRANK ALLEN guards the property of this long 
established firm, as watchman, and tells us he became an 
employee of the firm fifty-six years ago. 


JOHN LOGAN, who is an inspector for Enterprise, 


joined the organization fifty-one years ago. 


JOHN KNECHT came to the Enterprise plant fifty- 
six years ago. As a polisher he is responsible for put- 
ting the finishing touches on Enterprise merchandise. 

With proper pride, officials of the Enterprise company 
tell us that many of its employees have records of more 
than twenty-five years of active service with the organ- 
ization. Several dozen of these folks with long service 
records have been there in excess of forty years. 





Seven men of the Enterprise Mfg. Co. of Pa., Philadelphia, are members of the HARDWARE AGE Fifty Year Club 
and of the Enterprise Veterans’ Legion. Together their records represent a total of 386 years of continuous service to 
the company. Seated left to right are: Charles H. Dedaker, purchasing agent, with a 61 year record; H. E. Asbury, 
president and chairman of the board, who joined the organization 52 years ago and John Major who has devoted 60 
years to serving in the painting department. Those standing are: John Ross, inspector, 50 years; Frank Allen, 
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watchman, 56 years; John Knecht, 56 years and John Logan, inspector, 51 years. 
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JOHN STAVINOHA 


ROBERT STAVINOHA 


OVING a hardware store 
from one location § to 
another is a tremendous 


physical task at any time, but 
when you move a store that has 
been located in the same business 
block for the more than 30 years 
since it was founded without sus- 
taining a sizeable loss in revenue, 
you have more than a _ physical 
job on your hands. 

However, that is exactly what 
Mr. John Stavinoha, owner of 
Stavinoha’s hardware store, Tem- 
ple, Tex., did this summer when 
he moved his store to new quar- 
ters, 

During the more than a quarter 
century that Mr. Stavinoha had 
been in business at the old loca- 
tion, his store had been constant- 
ly growing and progressing. The 
store was becoming too big for 
its building, and the business sec- 
tion of Temple was gradually 
shifting toward the opposite side 
of town. These factors were im- 
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When 


The new Stavinoha store 
at Temple, Texas 


Stovinoha’s, of 


Temple, Texas, decided to 
move their hardware stock 
after 30 years in one loca- 
tion, they found a way to 
do it without loss of trade 
either while moving or 


to any possible successor 


who might open in the old 


premises. 


portant ones in the owner’s de- 

cision to seek a new location. 
Mr. Stavinoha’s lease at his old 

location was to expire on Septem- 


ber 1, and the decision to move - 


the store was reached in February. 
He examined the buildings avail- 
able in the city, and found one 
which fitted his needs in an ideal 
manner. Negotiations for its pur- 
chase were started and soon Mr. 
Stavinoha was owner of this build- 
ing which has everything that a 
hardware man could desire—a 
good corner location in the busi- 
ness area of the town, a_base- 
ment affording ample storage 
space for heavy hardware, plenty 
of window display space, con- 
venient loading sites, and last, but 
not least, parking space on two 
sides of the store. 

It is located at the corner of 


Second Street and Adams Avenue. 
An alley borders one side on the 
rear and a vacant lot the other. 

Moreover, the avenue which the 
store faces also is one of the lead- 
ing paved highways which splits 
the rich farming area to the east 
of Temple. It is in this area that 
Stavinoha’s has the majority of 
its out of town customers. 

The building dimensions are 
75 x 110 feet, and the basement 
is of the same size. There are 
16,500 square feet of floor space 
in all. The structure is eight 
years old, and was built so that 
two more stories can be added if 
desired. A mezzanine floor pro- 
vides space for a business office 
and a private office which has a 
glass panel window permitting a 
view of the store’s interior. 
Stavinohas are carload buyers of 


HARDWARE AGE 





lE FO 


t Moving 


stoves, water and sewer pipe, steel 
and wire goods and other items. 
The new location facilitates the 
storage of these shipments. 

As soon as the building was ac- 
quired, Mr. Stavinoha set about 
fashioning it into an ultra modern, 
complete hardware store. 

The building’s entire interior 
was repainted and modernized. 
New island type display racks 
were installed. These racks were 
arranged in four rows across the 
store. There are 26 of these racks 
in all. Five enclosed cases also 
are situated on this main floor. A 
display case for tools and guns 
extends across the rear of the 
-store cutting off from view the un- 
loading and stock assemblying 
space. 

One of the new store’s chief 
features is its lighting. There are 
52 light fixtures suspended from 
the ceiling on the main floor. Each 
of these fixtures is equipped with 
a 150-watt globe. In addition, 
there are 25 lights above the show 
windows. 

“We have discovered that a well 
lighted store constitutes quite an 
attraction for women customers 
in particular. Our sales to women 
have shown a marked increase 
since we have an abundance of 
light,” Mr. Stavinoha said when 
interviewed. 

The new store has four en- 
trances for customers besides three 
additional loading entrances. The 
customer entrances all face the 
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Two pages of the Temple Telegram dominated by the opening of the Stavinoha 
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two sides of the building on which 
parking space is available. 

Show windows extend across 
the front and one side of the store 
affording space for around 15 
separate displays including one 
exhibit of bathroom and plumb- 
ing fixtures which requires a large 
space. 

Above these windows are ad- 
justable transoms which permit 
perfect ventilation under all 
weather conditions. 

Another feature of this build- 
ing which was not found in the 
old location is the fact that it is 
of semi-fireproof construction. 
This enabled Stavinoha’s to secure 
a reduction in the insurance rate 
from $1.69 to 33c. 

A unique part of the Stavinoha 
store is found in the leather 
worker’s shop which is housed 
in a room under the ramp that 
leads to the basement. Here, Fred 
Wismar, expert leather worker 
makes articles of leather. Mr. Wis- 
mar is one of a fast vanishing 
group of craftsmen who still can 
do intricate leather work by hand. 
His chief productions are harness 
and novelty items such as men’s 
belts. 

The present Stavinoha store is 
really one of the most modern, 
completely stocked hardware 
stores in central Texas. Its dis- 
plays are unsurpassed, and it is 
said to be one of the best lighted 
stores in the state. 

“Traveling men tell me that 
our store is one of the finest they 
have seen in a town of less than 
50,000 population,” Mr. Stavin- 
oha told HarpwareE ACE. 


Moving the Stock 


While the newly purchased 
building was being put in order, 
Mr. Stavinoha’s thoughts turned 
to the problem of transporting 
his stock to this new address, and, 
as stated at the beginning of this 
article, this was more of a prob- 
lem than would be encountered 
ordinarily. 

Stavinoha’s is the oldest hard- 
ware store in central Texas, and 
since it had been in the same busi- 
ness block for such a long time, 
Mr. Stavinoha realized that even 
with the advantages his new store 
would offer, it was not going to 
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be easy to move into it without 
suffering a loss of business during 
the time he would have to be 
closed for moving and also during 
the time it would take him to ac- 
quaint customers with the -new 
location. 

After thinking the matter over, 
he decided that a removal sale 
would serve two purposes. First, 
it would make his moving job 
easier by enabling him to dispose 
of merchandise; next, it would 
give him a chance to tell every 
customer who came into the store 
about his new location and its 
advantages. 

He secured the services of a 
sales promoter, carefully checked 
his stock on hand, and fired away 
on April 14 with a double truck 
advertisement in his local news- 
paper backed up by thousands of 
circulars distributed all over his 
trade area announcing that Stav- 
inoha’s was holding the first sale 
in its more than 30 years in busi- 
ness. 

The response to the sale was 
gratifying. Customers swarmed 
into the store and bought heavily 
of the advertised goods, most of 
which were close out items. The 
sale ran three weeks, and was 
successful in accomplishing the 
three things it was designed to do. 

When the sale was over the 
firm got down to the actual busi- 
ness of moving. Mr. Stavinoha 
bought another truck and started 
transporting stock and fixtures to 
the new quarters. This activity 
consumed about three weeks’ time 
and necessitated ‘over 300 trips 
with truck loads of merchandise. 

During this period the old store 
was not closed. The business office 
was the last thing moved, and as 
soon as it was established in the 
new building newspaper adver- 
tisements announced the fact. 

The old store was completely 
cleaned out about two months be- 
fore Stavinoha’s lease expired. It 
was left vacant to kill the location 
and to keep another firm from 
moving right into it and taking ad- 
vantage of the established spot. 

While finishing touches were 
being put on the new store, atten- 
tion was turned to a means of 
staging a successful reopening. 

It was deemed inadvisable to 
hold another sale following so 


closely on the heels of the removal 
sale, so Mr. Stavinoha decided to 
hold a _ reopening event. He 
realized the importance of offer- 
ing his customers a real excuse 
for coming in to see his new store 
and decided upon a twofold plan. 

First, he contacted several 
manufacturers and arranged for 
them to hold demonstrations in 
his place of business during the 
event which was scheduled for 
four days beginning Wednesday, 
August 5. 

Then he prepared a page ad- 
vertisement, listing items at spe- 
cial prices. This page appeared 
on the first day of the event. He 
also used two other pages in the 
paper on that date, one of which 
carried congratulatory advertise- 
ments from firms with which he 
did business, and another on 
which he ran pictures of the ten 
persons connected with the organ- 
ization, together with a large ad- 
vertisement inviting customers to 
view the new store and featuring 
only an institutional appeal. 


Special Guests 


Representatives of leading 
hardware jobbers were invited to 
attend the event, and many were 
present on opening day. 

The effectiveness of this plan of 
reopening the store was demon- 
strated by the fact that the store 
was crowded on each day of the 
event. One of the popular special 
items was sold out three times in 
as many days. New friends were 
made, and the event was a success 
in every way. 

Mr. Stavinoha said of the event, 
“I saw people in the store on those 
days that I had never seen be- 
fore.” 

The history of Stavinoha’s is 
interesting in itself. The store 
originally was a harness shop in- 
stead of a hardware store. 

It was founded by Mr. John 
Stavinoha, the present owner, who 
came to Temple from LaGrange, 
Tex., and went into the harness 
shop business with J. P. Wroe, 
now deceased. The firm was known 
as Wroe & Stavinoha. 

Later Mr. Stavinoha purchased 
his partner’s share of the business. 

Hardware was added to the 

(Continued on page 100) 
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JACK WALLULIG, OREGON 
LUMBERJACK, GHAVES 
WITH AN AX! HE HAS 
ONE SIDE OF AKI AX 
GROUND TO A KEEK/ 
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THE LARGEST PLOW... WAS QUE BLUNT 
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A PORCELAIN TEA SET THAT 
COMPRIGED A TEAPOT, CREAM JUG, 
SUGAR BOWL, S\X CUPS AND 
SALICERS, YET WEIGHED LESS 
THAN AVWALFE AK/ OLUUK/CE 
WAS EXHIBITED RECENTLY IN, 
BERLIN GERMANY... (/7 700K 
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small 
Town 
stores 
Held 
Their 
Own In 


1935 


Average Profit for 
752 Stores Was 
2.3 Per Cent 


By 
MURRAY C. FRENCH 


ARDWARE retailers in- 
creased their volume 11.3 
per cent during 1935. Yet 

in spite of that fact, their expenses 
rose and their profits fell, accord- 
ing to the recently released an- 
nual Dun & Bradstreet Retail 
Survey of 752 hardware stores 
having a total volume of $22,- 
582,300 in 1935. Here are its 
highlights* : 

*While these comparisons are repre- 
sentative enough for all ordinary pur- 
poses, they may not be strictly accurate. 
as in the 1934 survey the figures were 
arithmetic averages, whereas in the 1935 
survey median figures are used. 
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1. Typical gross margin, 30.0 per 
cent, up from 28.6 per cent in 1934. 

2. Expenses also up from 26.0 per 
cent in 1934 to 27.7 per cent in 1935. 

3. Profit. 2.3 per cent, down from 
2.6 per cent in 1934. 

4. Volume up 11.3 per cent while 
stocks rose only 3 per cent, boost- 
ing turnover from 1.8 times in 1934 
to 1.9 times in 1935. 

5. 63.2 per cent 
ended in profit column, compared 
with 73.1 per cent in 1934. 

6. Stores in town under 20,000 
population made best profit. 

7. Profit poorest in industrial East 
and best in agricultural sections, 
with Mountain States topping all. 

8. Cash stores profit better than 
average. 


of all stores 


The findings of the survey may 
prove somewhat disappointing to 
those who had presumed the 1935 
figures would be distinctly better 
than those for 1934. Still we must 
not forget that only three or four 
vears ago the average hardware 
store was well in the red, so a 
2.3 per cent profit for 1935 is a 
tremendous step upward. 

Looking first at Table 1, page 
102. we see that the profitable stores 
made 2.1 per cent more margin than 
the general average and incurred 
1.2 per cent less expense. But 
looking farther we find that the 
owners of these profitable stores 
drew only 6.6 per cent as salaries, 
compared with 10.3 per cent for 
all stores. So it’s not unlikely 
that many a store was in the profit 
column largely because the owner 
drew a small salary for himself. 

A further sample study of pay- 
rolls, in towns of less than 20,000 
shows the following results: 


Volume 


Under $10,000 

$10,000 to $20.000 
$20,000 to $30,000 
$30,000 to $50,000 
$50,000 to $100.000 









Notice that as the volume in- 
creased the owners’ salaries con- 
sumed a smaller percentage of the 
sales and the employees’ salaries 
took a larger share. This situa- 
tion is entirely natural, and the 
list shown above is compiled to 
guide the proprietor who is in 
doubt as to how much he should 
draw as his personal salary. 

While the average gross margin 
was 30 per cent, still one-fourth 
of all the stores (188 of them) 
turned in a margin of 35.3 per 
cent or more, showing that a 
really good margin can be made 
in no small number of hardware 
stores. At the other end of the 
line another 188 stores turned in 
a margin below 26.2 per cent. 

This may look like an un- 
favorable showing, yet there were 
119 stores that managed to make 
a profit on a gross margin no 
higher than 26.8 per cent in any 
one store. In other words, it is 
possible to make a profit on a 
25 per cent margin, and it is 
equally possible to register a loss 
with a 35 per cent margin. Which 
proves the truth of the oft re- 
peated statement that profit is not 
dependent alone on high margin 
or low expense, but upon a proper 
relationship between the two, no 
matter how high or low they 
may be. 

In Table 2 we see plainly that 
in the small towns both margin 
and expense were under average. 
As the size of the city increased 
the margin and expense increased 
also. This is the usual tendency 
in all retailing. 








Employees’ Total 


Owners’ 
Salaries Salaries Payroll 
12.3% 5.9% 18.2% 
10.5 5.4 15.9 
8.8 5.4 14.2 
7.6 7.3 14.9 
6.0 7.9 13.9 
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Rent, as usual, was low in small towns and increased with the size of the 


community. 


Volume 


Under $10,000 

$10,000 to $20,000 
$10,000 to $20,000 
$10,000 to $20,000 
$20,000 to $30,000 
$20.000 to $30,000 
$30,000 to $50,000 
$30,000 to $50,000 
$30,000 to $50,000 
$50,000 to $100,000 
$50,000 te $100.000 


In Table 2 where the reports 
for profitable stores are grouped 
by volume and population, there 
is no general tendency toward 
higher margin and higher ex- 
penses in the larger volume stores 
—a trend 
tail lines. 


noticeable in many re- 


As to volume increase over 
1934, the greatest gain was made 


by the comparatively large vol- 
ume stores located in small towns. 
The least gain was made by small 
volume stores in medium sized 
towns. 

In Table 2 we also notice that 
300 of the 475 profitable concerns 
had a volume of less than $30,- 
000. Our first thought is that 
this proportion is all 
that the small volume stores un- 
duly dominate the survey. How- 


wrong, 


. Under 20,900 2 
.. 20.000 to 100,000 4 
.. 100,000 and over 3. 
Under 20,000 2 

20,000 to 100,000 3 


Here are the averages for all concerns: 


Population Rent 

All 5.8 
Under 20,000 3.5 

.. 20,000 to 100,000 1.6 
. 100,000 and ove 5.] 
. Under 20,000 2.6 
. 100,000 and over 4.9 


z+) 


th mAb 


ever, let us make a comparison 
with the totals shown by the U. 


S. Census of Distribution for 
1929. 
PERCENTAGE OF ALL 
STORES 
Dun & Brad- 
Volume U.S. Census _ street 
1929 1935 
Under $10,000 29.7% 24.5% 
$10,000 to $20,000 28.1 28.6 
$20.000 to $30,000 15.8 17.2 
$30,000 to $50,000 14.7 19.9 
$50,000 to $100.000 8.2 


9.8 

Over $100,000 3.5 ——- 
Note how closely the two sets 
of figures agree. Indeed, we must 
never that the typical 
hardware store is after all not a 
large concern. This point is made 


fo rget 


even more graphic by the figures 
compiled by the HARDWARE ACE 
Verified List Department, which 





show that about one-third of the 
total number of hardware stores 
do more than 80 per cent of 
the business. 

Table 3 is interesting. It shows 
the poorest profits were made 
in the Northeast section, from 
Pennsylvania on through Maine. 
The South and the Pacific Coast 
came next, with the best profits 
being shown by the northern mid- 
section and the Mountain states. 

In reports coming out for other 
retail trades the industrial North- 
east was uniformly the least prof- 
itable section. But in most reports 
the South was showing the best 
profits. 

Hardware rents were fairly uni- 
form the country over, averaging 
3.6 per cent. The only high spot 
was the Middle Atlantic states, 
including Pennsylvania and New 
York, where rents were 4.1 per 
cent. New England paid 2.9 per 
cent and the South Atlantic states 
2.8 per cent for the low record. 

Greater variation occurred in 
total payroll, as indicated by 
the following comparisons: 


Total Payroll 


East 17.7% 
North 16.3 
South 15.6 
West 15.3 


(Continued on page 100) 


Profitable Concerns—Typical Operating Ratios by Size of Concern and Size of Town—1935 


FOR ANALYSIS OF STATEMENTS OF INDIVIDUAL CONCERNS 














































































































SIZE OF CONCERN Under 
(1935 Sales in of Dollars) 10 10 to 20 20 to 30 30 to 50 50 to 100 
SIZE OF TOWN al Under | 20 to | 100& | Under | 100& | Under | 20 to |"100& | Under | 20 to 
(1930 Census in Thousands) 20 100 Over 20 Over 20 100 Over 20 100 
| Number of Concerns Reporting 86 98 5 20 73 18 75 8 12 37 10 
PROFIT AND LOSS STATEMENT (in Percentages of Net Sales) : 
2 Cost of Goods Sold 66.3 67.4 65.5 | 64.9 10.2 67.9 7061 66.9 | 6762 7065 | 6749 
3 (a) Overhead Expense: Total 25.8 26.9 22.4 30.2 24.3 2762 24.1 30.3 25.4 24.0 | -29.8 
(b) Salaries of Owners and Officers.| 12.3 10.5 - 10.5 8.8 8.8 74 - | 7.9 5.5 5.9 
(c) Salaries and Wages of Employees} 5.0 52 - 725 6.3 5.8 6.8 ~ 6.4 726 7.0 
(d) Rent 5.0 3e1 - 404 2.5 4.9 2.5 - | 3e6 2.3 363 
(e) Advertising ... ~ | O67 066 ° 067 069 066 09 | = | 06 ee 
(f) Light and Heat pccccccencccceecn-]| Led 1.0 - 0.9 0.9 0.9 007 - | 0.8 0.6 0.6 
(g) Taxes 1.1 1.0 « 0.8 1.0 0.8 0.8 - | Oo? 0.8 1.3 
(h) All Other Expense. niccccccssceeeee 0.4 505 - 5.4 4.9 504 5.0 - | 5.4 6ol | 10.3 
4 Profit (or Loss) 79 507 12.1 4.9 505 4.9 5.8 2.8 7.4 5.5 2.3 
MERCHANDISE RATIOS: 
5 Gross Margin (Percent of Net Sales) | 33.7 3266 34.5 | 35el 29.8 32.1 29.9 | 33,1 32.8 29.5 | 32.1 
6 Realized Mark-up (Percent of Cost) | 60.9 48.4 52.7 54.2 42.5 47.3 42.7 49.5 48.9 41.9 | 47.5 
7 Inventory Turnover (Times per Year) | 1.65 167 1.7 1.6 1.9 2.2 2.3 2.3 202 2.5 re | 
8 Ratio—Net Sales to Closing Inventory] 243 2.4 2.6 205 2.6 3.2 3.1 3.3 3.0 3.2 2.9 
OTHER INFORMATION: 
T 
9 Typical % Change in Sales 1934-35 [+6.9 |+18.0 | +664 |+2169 [+1601 | 12.5 | +12.2 | +9.0 }s1r.¢ | 14,0 | 47.0 | 
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Table No. 2 












They Turn Dinnerware Stocks 





with 15,000 population, Bell- 

Grassle Hardware Co. has 
from one to five turnovers a year 
on a dinnerware stock which va- 
ries from $1,000 to $5,000. A 
wide variety of sets and pieces 
are carried and displayed attrac- 
tively with related lines the year 
’round. 

Herbert L. Bell says this stock 
is “Built up from sets of 32 
pieces to sell at $3.95 and up. It 
is essential to have a few of these 
patterns which should be well 
displayed with easily read price 
cards. 

“Our next range in price jumps 
to about $7.95 for thirty-two- 
piece sets. Most everything from 
this price up is open stock and 
we try to build up from the 
thirty-two-piece set price to the 
sets of eight and twelve. Our 
greatest turnover comes in sets 
from $7.95 to $15.00. These sets 
we are able to buy from our 
western jobbers, and because they 
are within 24 hours’ service we 


le Redlands, Calif., a town 
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are able to carry a much smaller 
stock and then fill in as necessary. 


Wedding Gift Trade 
“Weddings,” says Mr. Bell, 


“usually call for the better sets, 
groups buying together or indi- 
viduals buying a few pieces—with 
the head of the dinnerware de- 
partment keeping close tab so 
that the set will be completed. 
The last two or three years there 
has been a trend to cheaper sets 
in dinnerware, but most families 
seem to want a moderately priced 
set of semi-porcelain and a good 
China set. A good stock of glass- 
ware is essential in connection 
with dinnerware. Turnover is 
about the same as in dinnerware 
and adds a nice volume to the 
department. Our market calls for 
glassware priced from 50c to 
$18.00 per dozen.” 

All semi-porcelain ware stock 
is American, the call for imported 
semi-porcelain having decreased 
at the Bell-Grassle store during 
the past five years. The highest 


The Bell-Grassle 
Hardware Co., of 
Redlands, Calif., 
gives the line full 
attention with 
gratifying re- 
sults. 


priced China set in the store is 
about $75.00 for 100 pieces. In 
the dinnerware department there 
are items priced as low as 10c 
and 15c. During a twelve months’ 
period the store has sold as many 
as twenty-five sets above the $25 
mark. 

Space in one display window 
is devoted to dinnerware at least 
three-quarters of the time. Din- 
nerware occupies a_ thirty-foot 
stretch of shelving along one side 
of the store, part of which is 
shown in the interior view. By 
the doorway, which is not shown 
in the picture, dinnerware is 
shown as part of table settings. 
Dinnerware is nicely shown on 
attractively covered tables toward 
the rear of the store. 

Dinnerware attractively dis- 
played, offered in the proper 
price range for your community 
will add to your volume. Dis- 
playing all varieties of the line 
as part of settings will attract 
housewives, brides-to-be and even 
men to your dinnerware section. 


With Other Stores 


In Ottawa, Ohio, at the Frey 
Hardware store a stock of about 
$1,500 in chinaware is turned five 
times a year. Two open display 
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ltod Times 


tables and thirty feet of wall 
cases, or about 3 per cent of the 
store’s area is devoted to this line. 
Frey’s find that both price and 
quality lines are in demand, with 
80 per cent of their sales being 
in domestic lines. They display 
chinaware usually at least once 
a month. Individual pieces are 
carried to suit tastes and pur- 
chasing power of a wide range of 
folks. They carry individual pieces 
as low in price as 10c and as 
high as $5.00. Sets, too, are sold 
for all purposes and tastes from 
$4.98 up to $100. Chinaware is 
displayed about once a month 
at Frey’s. 

Another Ohio store, Oberlin 
Hardware in Oberlin, displays 
chinaware about once in every 
two months and usually devotes 
an area of 28 square feet inside 
the store to chinaware. The Ober- 
lin store handles only domestic 
stock in this line with most of 
the sets containing 32 or 55 pieces. 
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Table displays of dinnerware at Bell-Grassle Hardware Co., Redlands, Calif. 


Here they turn over a $200 stock 
about four times a year. 

In California there are other 
stores which go after chinaware 
business in a big way, too. The 
Huntington Park store of Bluemle 
& Gibson turns a stock of about 
$6,500 in chinaware one and a 
half times. They sell mostly do- 
mestic lines, the majority of sales 
being in closed sets. About one- 
third of this firm’s display space 
is given over to chinaware and 
related lines. Individual pieces 
start at 25c each and there are 
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sets up to $118 for 95 pieces in 
their store. 

There’s about $6,000 stock of 
chinaware and_ glassware at 
Noonan Hardware, Santa Monica, 
Calif., George Noonan tells us. 
There are two turnovers a year 
of this large stock, window dis- 
plays of chinaware and glassware 
each week helping to obtain this 
nice volume. Sets are carried 
from $3.95 to $120 and most 
interest is shown on the part 
of customers in fifty-piece sets. 

(Continued on page 88) 





These Saginaw, Michigan, girls cooperated with the china and glassware department of Morley Bros., in that city, in staging 


a mock wedding in the Morley Bros. Hardware store. 


ment of the lines mentioned. 
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This idea offers a suggestion to others operating a high class depart- 
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Warm Up the Widows {or Fall 


USTOMERS _ instinctively painted interiors are of major im- mind. Using the HarpwaRE AGE 


turn to home making as the portance to your patrons as the interchangeable display fixtures 
autumn turns toward win- atmosphere sharpens and the tang which you can build for yourself 
ter. Fireplaces and heating equip- of autumn fills the air. Here are or have a local carpenter con- 
ment mean a lot more to people window suggestions that cater to struct, you can, with the minimum 
from now on. Likewise freshly the natural turn of the public of merchandise and time, install 


a set of appealing windows. 
When the urge to make the 
home cozy is strongest is the time 
to present the home-making items. 
Note the appealing paint window 
used by the Schaberg-Dietrich 


8 Py RNIT RE| : Hardware Co.’s window used in 
their Lansing, Mich., store. You 


may not enjoy the large window 
space this store has, but the dis- 
play can be adapted to almost any 
size window. 

Colors to be used in the autumn 
windows should suggest warmth 
and comfort—therefore make use 
of browns, tans and reds, snapped 
up by some blacks. But in the 
case of the furnace window the 
central poster should be in cold 
blue to accentuate the discomfort 
of winter as contrasted with the 
A “stunt” window by J. D. Blanton, hardware and furniture dealer, Marion, N.C. warmth of proper equipment. 


. 
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FURNACE Prepare. 
FOR A-LONG-~-COLD 
WINTER i 
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The Bicycle Industry 


By HARM WHITE 


r JODAY, the hardware dealer 
is pushing bicycles, because 
he has learned that the in- 

crease in bicycle sales is not a 

mere fad, but a definite national 

trend. 

Some dealers say this sales 
increase is due to the bike rental 
fad that will soon die out. It 
may be that the rental agency 
idea will die out sooner or later, 
but only because the renters even- 
tually buy their own bicycles. 
But, that does not mean that the 
bicycle business will go back 
where it was a year or two ago. 
Far from it. These rental agen- 
cies have been one of the best 
stimulants to bike riding that ever 
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happened. Thousands of people 
are riding bicycles today who got 
the bicycle “bug” from those very 
same rental agencies. They final- 
ly bought bicycles because they 
soon found out they were paying 
for one without owning it. 
These people are not going to 
stop riding if the rental agencies 
go out. And as long as they keep 
cycling their children are going 
to want bicycles too. In every 
city that had bike rental agencies 
the past two years, retail bike 
sales have gone up. This is the 
best answer to the pessimists who 
bring up the rental fad argument. 
The bicycle industry in this 
country is still in its infancy. In 
1933 our total national produc- 
tion was about a half million 


is Growing 


units. In 1934 it was over 700,- 
000, an increase at the rate of 
more than 100,000 units a year. 
The 1935 estimate is placed at 
800,000 or more and it will likely 
be in excess of that when the fig- 
ures are all in. 

To produce as many bicycles 
per capita as England, France, 
Germany or the Netherlands, we 
would have to increase our pro- 
duction about twenty times the 
present. In fact, we would have 
to produce and sell sixty times 
as many units to be in line with 
the Netherlands and Czecho- 
slovakia where the majority of 
firms have agreed on price and 
delivery terms and have submitted 
them to the Cartel Register in 
Prague. 
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Some may think that Europe 
is different. A man said to me 
the other day, “People drive au- 
tomobiles in this country. In 
Europe they don’t have many 
automobiles so they have to ride 
bikes.” Despite the fact that auto- 
mobile sales are increasing rap- 
idly in Europe, bicycle sales are 
increasing still faster. Even in 
Germany the 1934 bike sales were 
70 per cent above the 1933 sales 
and the 1935 estimate is a 100 
per cent increase. In France, too, 
the number of bicycles in circu- 
lation is increasing at a more 
rapid rate in spite of the increase 
in automobile sales. On January 
1, 1935, the total production of 
the Netherlands aggregated 3,500,- 
000 bicycles and the total popu- 
lation of the countries is but 
8,400,000. That is half as many 
bicycles as people. In this coun- 
try we have only three bicycles 
in use for every hundred people 
so far. France manufactures and 
sells over seven and one-half mil- 
lion bikes a year. In the city of 
Copenhagen alone, over 700,000 
bicycles are in use. More bicycles 
here in one city than the entire 
1934 production in the U. S. 
Think of it. 

But, to get back to the funda- 
mental reasons for an increase in 
this country. The present increase 
of 20 per cent to 30 per cent a 
year is nothing compared to what 
it should be or will be. Bike 
rental agencies, of course, were 
responsible for some of our past 
increase. They made bike riding 
more popular. But, that isn’t all. 
How about the thousands of men 
who are riding bicycles to work 
at the factories? Did you see 
those rows of bicycles lined up 
at factories before the depression? 
Not that you could notice it. 
Thousands are buying and riding 
bikes today because it is more eco- 
nomical than driving a car. All 
you need do is ask some of them 
as I did. 

There are about three million 
men more who will turn to bikes 
because they have not the money 
to replace the old car that is now 
just about through. That’s where 
another part of our 1936 and 
1937 sales increase is coming 
from. 

Now, let us look at another 
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part of this increasing market. 
The cycle path movement is 
spreading fast. Just recently the 
city of Chicago received a Federal 
grant of nearly $200,000 for cycle 
paths through its parks. When 
the rest of the funds are turned 
over and the paths are completed 
Chicago will have 65 miles of 
cycle paths that go under and over 
all sidewalks and automobile 
roads for absolute safety. I pre- 
dict that within a year cycle 
paths will be under way in all 
principal cities in the country. 
Other cities are already follow- 
ing the Chicago lead. It means 
greater safety for children and 
the Federal Government is helping 
the good cause. Greater safety 
and Government aid means in- 
creased sales. In the past, thou- 
sands of fathers and mothers 
turned a deaf ear to the child’s 
plea for a bicycle, primarily be- 
cause they have felt the child is 
not safe on the streets with their 
heavy auto traffic. Cycle paths are 
going to change this and they'll 
help change it by about 100 per 
cent in the next 24 months. 

So if you have not yet sold 
yourself on the future of the 
bicycle as an important merchan- 
dising item that you cannot afford 
to overlook, just review these 
facts: 





1. Natural sales increased over 
100,000 bikes a year for the past 
three years. 1935 has broken all 
sales records for 30 years. 

2. Rental agencies making cy- 
cling more popular. 

3. Movie stars 
cycling for health. 

4. Older men and women tak- 
ing it up for enjoyment and 
better health. 

5. More men riding bicycles 
to work at factories. 

6. National cycle path move- 
ment already spreading. 

7. The bicycles themselves are 
better. Lighter in weight, better 
streamlined and easier to ride 
with smaller wheels, larger bal- 
loon tires and better brakes which 
make them safer. 

The parts factories, too, are 
busier than ever. One Cleveland 
factory building a coaster brake 
of remarkably simple engineer- 
ing design has increased its pro- 
duction over 200 per cent in the 
last three years. Its 1935 sales 
were 55 per cent above 1934. One 
bicycle manufacturer has recently 
contracted for a half million tires 
of the new Doenut single tube 
type to fit both styles of beaded 
rims. 

The bicycle business is coming 
out of its infancy. Are you going 

(Continued on page 86) 


everywhere 





The interest of high school students and others in the popular sport, bicycling 
grows. Hardware stores will find the bicycle a profitable addition to their stocks. 
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SEMI-ANNUAL HARDWARE | 
CONFERENCE, OCT. 2 | 


The fifth semi-annual hardware | 
conference of the Southern Cali- 
fornia Retail Hardware Associa- 
tion will be held Friday, Oct. 2, 
at San Bernardino, Cal., it was 
announced by managing director, 
J. V. Guilfoyle. The exhibits | 
will be held in the San Bernar- 
dino Municipal Auditorium, and 
will be open from 10 a. m. to 
6.30 p. m. An informal banquet 
will also be held that same eve- 
ning in the California Hotel, ad- 
joining the auditorium. 

Exhibits of manufacturers, 
wholesalers or agents, and par- 
ticularly new goods are solicited. 
Sample tables, about 3 x 8 feet, 
covered with white cloth will be 





furnished for each exhibit. The 
exhibition fee of $10 for table 
or floor space will be used to buy 
free banquet tickets for hardware 
retailers present. 

Morning and afternoon busi- 
ness conferences, with informal, 
short but to-the-point discussions, 
mostly by association member re- 
tailers will start at 10.30 a. m., 
until noon. After luncheon re- 
cess, they will again convene 
from 1.30 until 5 p. m., when 
two tickets for the banquets will 
be presented to each retailer 
present. Entertainment will be 
provided and ladies are invited. 

Mr. Guilfoyle may be reached 
at 112 W. 9th St., Los Angeles, 
Cal., in care of the Southern 
California Retail Hardware As- 
sociation. 


GLIDDEN CO. ERECTS HUGE DISPLAY 
IN HEART OF DOWNTOWN CLEVELAND 


The Glidden Co., Cleveland, 
Ohio, has erected a spectacular 
electrical display in the heart of 
Cleveland, where it is estimated, 
one quarter million people pass 
daily. The display consists of 
two separate units arranged in a 
“V” formation to catch traffic in 
both directions on Superior Ave. 

The height of the display 
proper is 64 feet; including the 
foundation, it attains 108 feet. 
The letters in the name “Glid- 
den” are 4 ft. high and 1 ft. 
deep. The letters in the word 
“Paints” are 3 ft. high and ] ft. 
deep, while the letters in the 
message, “Everywhere on Every- 
thing” are 2 ft. high. 





The raised block letters on a 


cream background have blue 
sides with aluminum faces, on 
which are outlined double rows 
of gold neon tubing, which adds 
distinctiveness to the display. 
The message is in red neon tub- 
ing and below, the letters are in 
blue. 

On either side of the tower are 
sets of louvred wings, represent- 
ing the colors of the spectrum. 

The flashing action of the sign 
is unusual. The word, “Glid- 
den,” first spells on from top to 
bottom. Then the word, “Paints,” 
flashes on. Next the message, 
“Everywhere on Everything,” be- 
gins flashing on and off. Finally 
the lights, illuminating the bands 
of color, begin flashing on. Each 
color is flashed on separately 
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starting at the bottom until the 
entire scale is illuminated. This 
action is then reversed, followed 
by the flashing on of the entire 
| scale of color at one time. The 
sign then flashes off and the ac- 
tion begins all over again. The 
whole sign is further illuminated 
by eight large spot lights to give 
it maximum illumination. 

It is interesting to note that 
the display contains 158,119 Ibs. 
of steel; 1,008,437 lbs. of con- 
crete; 25,061 BM lumber; ap- 
proximately 11,100 bolts; 727 
feet of Neon tubing; 520 electric 
lamps; 9,530 feet of electric wir- 
ing, and 89 gallons of Glidden 
paint. 











HARDWARE MEN CATCH TWO-MAN FISH 


Karl E. Hormann and H. Lee 
Murphy, of Sager Lock Works, 
North Chicago, IIl., landed this 
180 lb. sea-bass during a recent 
fishing party at Port Aransas, 
Tex., at least that is what Karl 
says. He writes in explanation of 
this little snapshot: Lee Murphy, 
our general works manager of 
the Chicago Plants, and myself 
are so dog-gone tired of hearing 
about so many fish stories from 
and by hardware men that we 
bundled up our wives and all 


went to Port Aransas and really | 





caught some real fish. Of course. 
we landed one tarpon. Mrs. 
Hormann landed a 4 foot, seven 
inch denizen of the Gulf, and 
Mrs. Murphy caught a real, good 
sized flat nosed shark. We really 
did get about 50 mackerel. Here 
is a snapshot of the 180 Ib. sea- 
bass that I started to pull in, but 
Lee Murphy finally came to my 
help and we landed the “old buz- 
zard” in about two hours. Now 
tell this to the “gang.” That's 
Karl’s story and he is sticking 
to it. 


BUHL SONS TO HOLD EXHIBIT, OCT. 6-9 


Approximately 50,000 square 
feet of space will be given over 
to the display of new items at the 
annual exposition, Oct. 6, 7, 8, 
and 9, of Buhl Sons Co., whole- 
sale, Detroit, Mich. The entire 
main floor, including office space, 
is to be cleared for the exhibit. 
There will be 25 factory repre- 
sentatives in attendance, demon- 
strating their various lines. 








Buhl Sons Co., is anticipating 
a larger attendance at this ex- 
hibit than at any previously held 
by the company. The exhibits 
are similar to those held at the 
hardware conventions, except 
that exhibits are grouped to- 
gether instead of being divided 
off into competing booths. No 
attempt will be made to sell to 
dealers on the floor. 
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Unusual August Hardware Demand Created 
By Minnesota Forest Fires, Says McQuade 


Northern Minnesota and Wis- 
consin suffered severe forest fire 
damage during August. As a 
result there was an abnormal de- 
mand for hardware equipment 
and supplies through the area 
affected. The fires were in the 
Arrowhead Forest regions and 
presented quite a problem in 
both fire fighting and the sup- 
plying of rehabilitation materials. 
Of this situation George S. Mc- 
Quade, sales manager, Marshall- 
Wells Co., Duluth, Minn., writes 
an interesting account. Located 
in Duluth, Mr. McQuade had a 
first hand view of the damage 
and emergency activities incident 
to the repair work that followed. 
He writes: 

“During the first three weeks 
of August, fires, feeding on tin- 
der-dry trees, brush, and grass 
raged over more than 600,000 
acres spread over northern 
Minnesota, Wisconsin and Michi- 
gan. It was the most serious 


fire menace since the holocaust | 


of 1918. Thousands of dollars 
worth of livestock and farm 
property were destroyed; entire 
communities burned; hundreds 
of lives threatened. 

“On August 9th the situation 
had become sv serious that the 
late Governor Floyd B. Olson 
sent Brigadier Ellard A. Walsh, 
Adjutant General of the Minne- 
sota National Guard, to Duluth 
with full authority to use all the 
resources of the state’s military 
forces in aid of fire sufferers. 
Troop headquarters were estab- 
lished in Duluth. At that time 
trucks were available for trans- 
porting 3000 people at once 
while the Guard was ready to 
care for 5000 with cots and 
blankets. Two airplanes were 
kept busy in survey work. 

“30,000 CCC boys, PWA work- 
ers, state and federal foresters 
fought day and night by trench- 
ing and back-firing to control the 
flames. Radio stations broadcast 
bulletins about the fires and in- 
vited volunteers to enlist for fire 
fighting service. In Superior, 
Wis., men found on the streets or 
in taverns were drafted for this 


duty. Curious motorists found 
in the fire areas were put to 
work. 
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GEO. S. McQUADE 


“Every man of the thousands 
in the fire lines had to be equip- 
ped with an axe and a shovel. 





MILLER WITH FEDERATED 
SALES SERVICE, INC. 


C. E. Miller has been added 
to the sales force of the Feder- 
ated Sales Service, Inc., 729 
Boylston St., Boston, Mass., to 
cover up-state New York. His 
headquarters are at Trails End 
Farm, Inc., Clinton Corners, 
Mm. Xt. 

Mr. Miller is an experienced 
salesman and at one time was 
business manager of the Boston 
Herald-Traveler newspaper and 
for 17 years conducted his own 
business as a publishers’ repre- 
sentative known as C. E. Miller, 
Inc., of New York and Chicago. 


SWEENEY ADDRESSES 
WORCESTER ROTARY 


John M. Sweeney, vice-presi- 
dent of the Federated Sales Ser- 
vice, Inc., 729 Boylston St., Bos- 
ton, Mass., recently addressed 
Rotary Club members of Worces- 
ter, Mass., on “The Importance 
of a Manufacturers’ Agent in the 
Distribution of Manufactured 
Products.” 

Mr. Sweeney has been promi- 
nent in New England advertising 
enterprises for 25 years. He has 
also been a publishers’ represen- 
tative, representing __ national 
magazines in New England. 








Milk cans, water bags, blankets, 
cooking utensils, and dozens of 
other items were at a premium. 
Linen fire was. so much 
needed that distributors all over 
the country were called by 
phone. 

“In our own organization, to 
give that instant service de- 


hose 





manded by the crisis, Jesse Har- 
rom of our Sales Department, 
who handles State and Federal 
sales, was on call out of business 
hours day and night at his house. 
Demands for supplies poured in 
constantly week days and Sun- 
days. An emergency crew was 
called to work and kept busy 
until late into Sunday nights fill- 
ing the trucks that, hour after 
hour, lined up along the shipping 
platform.” 


Honor Fred C. Gardner on 74th Birthday 








Men of the plant of E. C. At-| toon of Fred C. Gardner enjoy- 
kins & Co., Indianapolis, Ind., | ing the music from his new radio. 


honored Fred C. Gardner, secre- Affiliated with the Atkins com- 
tary-treasurer of the company on| pany since 1881 his fiftieth an- 
the occasion of his 74th birth-| niversary with the organization 
day, August 23, by the surprise was observed on July 1, 1931. 
presentation of a radio. Adding | Two years later—on November 
to the celebration of the event | 28, 1933—-was another important 
there was a birthday cake for | milestone in his life, the celebra- 
Mr. Gardner. Photos taken of | tion of his fiftieth wedding an- 
the presentation were later made | niversary. 

into a souvenir folder, expressing! HArpWARE AGE wishes Fred C. 
Mr. Gardner’s thanks. The Gardner many more birthday an- 
opening page read, “Man to Man | niversaries and continued good 
Thanks a Lot” and showed a car- | health. 














$400 IN CASH PRIZES FOR BEST ELECTRIC 
BUFFET SERVICE MONTH DISPLAYS 





October, having been desig-©— 


nated as Electric Buffet Service 
Month by the Edison Electric 
Institute and 12 electrical manu- 
facturers, this group is also con- 
ducting a contest for the best 
interior and window displays, for 
which $400 in cash prizes will be 
awarded. 

The window or interior display 
must actually be installed in a 
store serving the public during 
October, 1936. These displays 
must feature the products of at 
least one of the sponsor manu- 
facturers. Refrigerators, ranges, 
radios, washing machines, va- 
cuum cleaners, and such larger 
appliances should not be | 
cluded. At least one copy of the | 
colorful, attractive Electric Buf- 
fet Service Month poster must 
be included in each display en- 
tered. 

There are separate prizes for 
central stations, departmentalized 
stores, and other dealers but the 
same rules apply to all. For the 
best window or interior display 
in each class, $100 will be 
awarded in cash. Duplicate 
awards will be made in case of 
ties and the decision of the 
judges is final. An additional 
prize of $100 in cash will be 
awarded to the electrical whole- 
saler submitting window or in- 
terior displays by the largest 
number of central stores and 
other dealers in his territory, 

Entrants are urged to empha- 
size the “Buffet” Service theme 
in their contest displays and to 
include in them Maxwell House 
Coffee and Log Cabin Syrup to 
reciprocate the cooperation of the 
General Foods Corporation in the 
promotion of Electric Buffet Ser- 
vice Month. These factors will, 
however, have no bearing upon 
the decision of the judges. In 
selecting the winning display in 
each class, the judges will con- 
sider attractiveness, originality 
and sales appeal. 

Photographs of displays, with 
names and addresses of contest- 
ants printed plainly on backs, 
must be received by the Contest 
Editor, Edison Electrical Insti- 
tute, 420 Lexington Ave., New 
York City, on or before Novem- 
ber 10. 

The 12 sponsoring manufactur- 
ers are: American Electrical 
Heater Co.; General Electric 
Co.; Hamilton Beach Mfg. Co.; 
Knapp-Monarch Co.; Landers, 
Frary & Clark; Manning-Bow- 
man & Co.; Proctor & Schwartz 
Electric Co.; Robeson Roches- 
ter Corp.; Swartzbaugh Mfg. 
Co.; The Silex Co.; McGraw 
Electric Co.; Waters-Genters Di- 
vision, and Westinghouse Elec- 
tric & Mfg. Co. 
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JOHN SLEZAK 


SLEZAK RECEIVES 
CIVIC HONORS 


John Slezak, vice-president of 
The Turner Brass Works, Syca- 
more, Ill., manufacturers of blo- 
torches, hot water heaters, camp 
stoves, lamps and lanterns, has 
been elected a member of the 
board of education of Sycamore, 
and has also been made park 
commissioner of that community. 





KELVINATOR SPONSORS 
WASHING MACHINE UNIT 


The plant of the Buckeye Jack 
Manufacturing Co., Alliance, 
Ohio, has been acquired by a 
new concern and will be equip- 





ped for the manufacture of wash- 
ing machines. The Kelvinator 
Corp. of Detroit and the Dexter 
Co. of Fairfield, Iowa, are spon- 
sors of the new concern, which 
will go into production shortly 
with 200 men on its payroll and 
an estimated annual output of 
$6,000,000. 

Officers of the new corporation 
will be R. D. Hunt, president; 
V. E. Dunn, vice-president and 
general manager, and T. B. Hunt, 
secretary and treasurer. The 
plant is being located at Alliance 
largely because tubs for the ma- 
chines can be made at the plant 
of the Alliance Porcelain Prod- 
ucts Co., which adjoins the 
Buckeye factory. Under the ar- 
rangement the product will be 
distributed by the Kelvinator or- 
ganization. 





CLEMSON BROS. ISSUES 
SALES POLICY LABELS 


Clemson Bros., Inc., Middle- 
town, N. Y., are attaching a 
label, attesting the company’s 
sales policy, to every box of Star 
hack saw blades sold and ship- 
ped by the firm. The statement, 
as made on the label, is in line 
with the sworn statement of sales 
policy previously issued and 
reads: 

“We do not make or sell any 
hack saw blades under any brand 
to chain stores or mail order 
houses. Star Hack Saw Blades 
are sold 100 per cent through the 
recognized sources of hardware 
distribution. Clemson Bros., Inc., 
Middletown, N. Y.” 


Brooklyn Dealers Hold Old Timers’ 
Night, September 10, 1936 


The Brooklyn Hardware Asso- 
ciation devoted its monthly meet- 
ing on September 10, 1936, at 
the Johnston building to the old 
timers of the organization and 
their friends in the trade. Sec- 
retary Ralph Allen had the meet- 
ing room walls arranged with old 
time photographs of hardware 
men in the metropolitan district, 
many of them from the files of 
Harpware Ace. Old time picnic 
photos and old stores completed 
the appropriate atmosphere for 
the occasion and a number of 
former regular attendants were 
there to say a few words in 
reminiscence. 


John B. Foley, secretary-trea- 
surer of the New York State 
Hardware Association, came 


down from Syracuse to be pres- 
ent and deliver an address that 
was enjoyed by everyone present. 
Charles J. Heale, Editor of Harp- 
WARE AGE, was another speaker, 
and touched upon the highlights 





of his association with the or- 
‘ganization and the hardware 
trade generally, recalling many 
names familiar to those whose 
membership extended back to 
the old days. 

John Snyder, of Flatbush, Fred 
Pfeifer, and others contributed to 
the program with short addresses. 
Their reminiscences brought 
back many old happenings, con- 
ditions and pleasantries. 

The program of the evening 
was conducted by one of the best 
known of the charter members, 
and who is still one of the most 
active, Mr. H. A. Cornell. Mr. 
Cornell was presented, on this 
occasion, with his membership in 
the Harpware Ace Fifty Year 
Club, by Charles J. Heale. 

The officers of the association 
thoughtfully provided refresh- 
ments after the main part of the 
program closed and the fraterniz- 
ing continued long after the 
regular hour for closing. 





A. E. MOREAU HEADS 
AMOSKEAG INDUSTRIES 


The bankrupt Amoskeag Mfg. 
Company’s rehabilitation com- 
mittee decided recently on the 
organization of a corporation to 
be known as Amoskeag Indus- 
tries, Inc. The organization under 
the plans of the committee will 
conduct negotiations for the pur- 
chase and liquidation of the 
physical assets of the huge mills 
at Manchester, N. H. 

Arthur E. Moreau, chairman of 
the rehabilitation committee is 
president of the new organiza- 
tions. He is a hardware man, 
being associated with J. J. Mo- 
reau & Son of Manchester and 
is also a past president of the 
New England Hardware Dealers 
Association. 

D. Harry L. Davis is treasurer 
and John R. McLane is clerk. 
The directors of the new corpora- 
tion are A. B. Carpenter, Norwin 
S. Bean, Harry L. Additon, 
Harry C. Jones, Arthur E. Mo- 
reau, Marston Heard, and Wil- 
liam D. Rand, all of Manchester. 


FORM UTICA DROP FORGE 
AND TOOL CORP. 


Utica Drop Forge & Tool Corp. 
has been incorporated under the 
laws of New York to take over 
the business of the Utica Drop 
Forge & Tool Co., Utica, N. Y., 
manufacturer of pliers, nippers, 
wrenches, and other tools. The 
new corporation, starting busi- 
ness immediately, will continue 
the policies of the previous com- 
pany. 

J. Edward O’Toole remains as 
vice-president and general man- 
ager of the new company. Ed- 
ward Norris has been elected 
president and treasurer and Dana 
L. Tyler, secretary and assistant 
treasurer. 

The new corporation has taken 
over all the assets of the old 
company; is free from indebted- 
ness and plans business expan- 
sion. Branch sales agencies will 
be conducted in New York, Chi- 
cago, and San Francisco. 


PASHA TO CONVENE 
FEBRUARY 22-26 


The annual exhibit and con- 
vention of The Pennsylvania and 
Atlantic Seaboard Hardware As- 
sociation, Inc., will be held in 
the William Penn Hotel, Pitts- 
burgh, Pa., Feb. 22, 23, 24, and 
26, 1937. The exhibit will be 
held on the two exhibition floors, 
the same as it was two years ago. 
The sessions will also be held in 
the same hotel. W. Glenn Pearce, 
400 North Broad St., Philadel- 
phia, Pa., is managing director of 
PASHA. 
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AMERICAN SCREW NAMES 
NEW EXECUTIVES 


William F. Henning has been 
appointed domestic sales manager 
of the American Screw Co., 
Providence, R. I. Mr. Henning 
has been assistant manager of 
that department for 15 years and 
succeeds the late Albert B. 
Peck. 





WILLIAM F. HENNING 


Walter Bromley, formerly sales 
representative in the central states 
and the New England district, 
has been appointed assistant 
domestic sales manager. Vincent 
Roddy, formerly director of the 
planning and research division, 
has been appointed assistant to 
the general manager, Eugene E. 
Clark. Harry Mayoh will con- 
tinue as sales promotion mana- 
ger, the position to which he was 
recently appointed. 


FRAIM LOCK BUILDING 
FOUNDRY ADDITION 


The E. T. Fraim Lock Co., 
Lancaster, Pa., is constructing a 
large addition to its brass and 
bronze foundry. The building is 
of brick, concrete, and steel con- 
struction, 100 feet long by 40 
feet wide. It will be equipped 
with steel monitor ventilating 
systems. The additional floor 
space and equipment is expected 
to double production in the com- 
pany’s foundry department. Ex- 
tensive alterations and improve- 
ments have also been made in 
the press and production ma- 
chine shops, which will greatly 
increase the efficiency and pro- 
duction in those departments. 


SIMPLIFIED PRACTICE 

FOR HACK SAW BLADES 

The current revision of Sim- 
plified Practice Recommendation 
R90-29, Hack Saw Blades, has 
been accepted by the industry 
and is to become effective Oct. 1. 
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It will be identified as Simplified 
Practice Recommendation R90- 
36. 

The original recommendation, 
which became effective in 1929, 
covered length, width, thickness, 
and number of teeth per inch of 
tungsten and carbon steel and 
high-speed blades, hand and 
power sizes. The current revision 
lists the length, width, thickness, 
number of teeth per inch, and 
other dimensions of tungsten al- 
loy steel blades, double hardened 
blades, high speed steel blades, 
and special alloy blades—all 
hard, hand, and power sizes. 


Until printed copies are avail- | ge 
P P | Stanley Merchandising Program 


| with their own broadsides at no | quantities on direct request from 
Stanley | dealers, who will distribute them 
wholesaler’s | to tool users. 


able, complimentary mimeo- 
graphed copies may be obtained 
from the Division of Simplified 
Practice, National Bureau of 
Standards, Washington, D. C. 





DOVER APPLIANCE CO. 
ACQUIRES DOVER MFG. 


The Dover Mfg. Co., Dover, 
Ohio, manufacturer of “Dover” 
electric, sad, and toy irons, was 
taken over by the Dover Ap- 





NOMAN D. VEA 


pliance Co., of that city, Aug. 1, 
1936. There is no corporate con- 
nection between the new and old 
companies. 

The Dover appliance company 
will continue manufacturing, sell- 
ing, and servicing Dover prod- 
ucts. In general, the same trade 
policies will be continued and 
strengthened. There are no 
changes in catalog numbers, 
standard product prices and cur- 
rent model guarantees, services, 
etc., are assumed and will be 
continued. 

The field organization, except 
for a few minor changes will 
continue. Norman D. Vea is gen- 
eral manager of the new com- 
pany. 

Lawrence Hines and Harold 
Clausen of Cumberland, Wis., 
have purchased the Donatelle 
hardware and furniture store at 
Spooner, Wis., and will form a 
corporation. 











STANLEY TOOLS INAUGURATES 


FALL MERCHANDISING PROGRAM 


As an introduction to its Fall 
Merchandising Program, Stanley 
Tools, New Britain, Conn., has 
prepared a folder, entitled, “Op- 
portunity Knocks,” which graph- 
ically describes the various pro- 
motional activities that are under 
way for Stanley tools. The pro- 
gram includes a bright colorful 
window display; sales _ tested 
merchandise displays of Stanley 
tools, and attractive eye-catching 
booklets describing the tools. 

An opportunity is provided for 
wholesalers to tie in directly the 


expense to themselves. 
will imprint the 


BEVIN-WILCOX APPOINTS 
MARKETING COUNSEL 


Bevin-Wilcox Line Co., East 
Hampton, Conn., has appointed 
The Federated Sales Service, 
Inc., 729 Boylston St., Boston, 
Mass., as marketing counsel to 
assist in building a sales force of 


manufacturers’ agents. Manu- 
facturers’ representatives  inter- 
ested in this franchise should 


get in touch with The Federated 
Sales Service, Inc. 

The Bevin-Wilcox Line Co. is 
an old established manufacturer 
of fish lines. The firm’s present 
products are braided silk lines, 
braided and twisted linen lines, 
braided metal trolling lines and 
leaders. During the past years, 
the company’s lines have been 
repackaged with boxes and labels 
of striking design. An attrac- 
tive and informative new catalog 
has recently been issued. 


PEXTO SALES AGENT 
FOR SOUTH AMERICA 


The Peck, Stow & Wilcox Co., 
Southington, Conn., announces 
through its president, Mark J. 
Lacey, that Sabin St. Germain 
of New York City, with repre- 
sentation throughout South 
America has been appointed ex- 
clusive sales agent on Pexto ma- 
chinery and Pexto machinery 
tools for all of South America. 


ROEMER, JR., REPRESENTS 
PITTSBURGH STEEL 


Henry A. Roemer, Jr., has 
been appointed district sales 
manager of the Charlotte, N. C., 
office of Pittsburgh Steel Co., 
Pittsburgh, Pa. Mr. Roemer will 
make his headquarters in Char- 
lotte at 1314 Johnston Bldg., and 
will serve the Southeastern terri- 
tory, including the Carolinas, 
Georgia, and Florida. He for- 
merly represented Republic Steel 
Corporation in the same territory. 








name and address at the top of 
the Stanley “News” and will sup- 


|ply as many copies as can be 


distributed to customers. The 
“News” shows and describes the 
window and merchandising dis- 
plays available. Also available, 
free of charge, for distribution 
with the “News” are order forms, 
conveniently arranged for order- 
ing the displays and assortments. 

The Stanley consumer booklets 
and folders are helpful and in- 
formative for tool users and they 
are furnished free in reasonable 


800 DEALERS ATTEND 
PANHANDLE PICNIC 


The Panhandle Hardware and 
Implement Dealers’ Association 
held their second annual picnic 
in Palo Duro Canyon, near Ama- 
rillo, Tex., on Sunday, Sept. 6, 
with 800 hardware and imple- 
ment dealers and their families 
present from the Texas Pan- 
handle area and eastern New 
Mexico. Preceding the Sunday 
picnic, a dance was given at the 
lodge in the Canyon on Saturday 
night. Main events of the day 
were games in the forenoon and 
a barbecue dinner served by the 
Panhandle Hardware and Imple- 
ment Travelers. 


FISHER, SALES MGR. OF 
EATON MFG. DIVISION 


Ralph Fisher has been ap- 
pointed sales manager of the 
Stamping (Eaton Detroit Metal 
Co.) and Bumper divisions of 
the Eaton Mfg. Co., with head- 
quarters at 9771 French Road, 
Detroit, Mich. He was formerly 
associated with the Houdaille- 
Hershey Corp., and has had wide 
experience in the automobile ac- 
cessory field. 

Mr. Fisher will have complete 
charge of the sales of both of 
these units of the Eaton Mfg. 
Co., which has stamping plants 
at Cleveland and Massillon, Ohio, 
and a bumper plant at Jackson, 
Mich. * 


HAGUE DISTRICT MGR. 
FOR PITTSBURGH STEEL 


Joseph A. Hague has been ap- 
pointed district sales manager of 
the Cleveland, Ohio, office of 
Pittsburgh Steel Co., Pittsburgh, 
Pa. This is a new district office, 
located at 1811 Union Trust 
Bldg., Cleveland, and will serve 
all of Ohio. 
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PROGRAM FOR NATIONAL WHOLESALE 
HARDWARE CONVENTION, OCT. 19-22 


From Oct. 19 to 22, inclusive, 
The National Wholesale Hard- | 
ware Association and The Amer- | 
ican Hardware Manufacturers As- 
sociation will convene at the 
Marlborough-Blenheim Hotel, At- 
lantic City, N. J. Both associa- 
tions will meet Monday, Oct. 19 
at 8:30 p.m. in the ballroom of 
the hotel for a joint session, 
where they will be welcomed by 
Leslie M. Stratton, president of 
the wholesale group. R. G. | 
Thompson, president of the manu- 
facturers group will make the 
The Rev. Philip J. 
Steinmetz, rector, St. Paul’s | 
Church, Elkins Park, Pa., will 
address the assemblage, after 
which announcements will be 
made. 

After the annual address of 
President Stratton and the annual 
report of George A. Fernley, sec- 
retary-treasurer, at the morning 
session, Oct. 20, the wholesalers | 


response. 


| seeretary’s report or at its conclu- 


sion, 

The “Management Clinic” will 
occupy the Tuesday, Wednesday, 
and Thursday morning sessions, 
which will be devoted largely to 
a discussion of “The Problems of 
Management in the Wholesale 
Hardware Business,” with the 
thought that an interchange of in- 
formation between members with 
reference to systems and methods 
they are using in the manage- 
ment of their business will be 
helpful in bringing increased effi- 
ciency and economy, thus bene- 
fiting not only members but 
manufacturers, retailers, and the 
ultimate consumers. In view of 
the numerous subjects to be dis- 
cussed members are requested to 
confine their remarks strictly to 
the topic under consideration 

Continuing the program 
Tuesday morning, Oct. 20, C. S. 
Harper, Harper & McIntire Co., 


for 





Ottumwa, Iowa, will speak on 
“The Purposes of the ‘Manage- 
ment Clinic’.”. The subjects will 
be “Office Management;” “Busi- 
ness Problems in Connection with 
Office Management;” “Warehouse 
Problems;:” “Efficient and Eco- 


will have a general discussion of: 
overhead expenses; manufactur- 
ers’ selling policies, and social se- 
curity legislation and taxes. Mem- 
are requested to present 
questions with relation to the 
above subjects either during the 


bers 





The HARDWARE AGE SPECIAL will again bring hardware 
convention delegates and their families to Atlantic City, N. J., 
without the annoyance of a change at North Philadelphia. The 
main part of this special, modern, air-conditioned, all-Pullman 
Pennsylvania Railroad train leaves Chicago on Saturday, October 
17, 1936, at 10:20 a.m. and arrives in Atlantic City, N. J., on 
Sunday morning, October 18, 1936, about 9:30 a.m. The earlier 
departure from Chicago was arranged to permit earlier connec- 
tions from Detroit, St. Louis, Indianapolis, Cincinnati, Pittsburgh, 
etc., that all groups from various cities served might have an 
afternoon or at least a full evening together en route. Full details 
of the official route with time of departure from various points 
are given on the opposite page. All HARDWARE AGE repre- 
sentatives, all Pennsylvania Railroad agents or any recognized 
travel agency can book passage via the HARDWARE AGE SPE- 
CIAL connecting at Chicago or any of the other points given in 
the table on the opposite page. With the new low three cents per 
mile Pullman travel rate on all railroads, there will be no spe- 
cial convention rates or certificates as the new rate is even lower 
than the former convention rates. But there is a special all year, 
tourist round trip rate of $50.45 between Chicago and Atlantic 
City, using same line both ways. This rate becomes effective 
October 1, 1936. 
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| Salesmen, etc.” 





| stock, according to an announce- 


WHITTEMORE RETIRES 

FROM TURNER BRASS 

Floyd Whittemore, secretary of 
The Turner Brass Works, Syca- 
more, Ill., since 1929, retired 
Aug. 15 to devote himself to his 


nomical Warehouse Methods.” 
Before adjournment, committees 
will be appointed. 

On Wednesday, Oct. 21, the 
subjects will be: “General Man- 
agement Problems;” “Catalog 
and Printing;” “Buying Prob- 
lems;” “Perpetual Inventory;” 
“Efficient Methods Used by Buy- 
ing Departments;” “Relations 
with Manufacturers;” “Adequate 
Margins.” 

At 11:30 both associations and 
guests will meet jointly in the 
hotel ballroom, where they will 
be addressed on “The Robinson- 
Patman Price Discrimination 
Act” and “Consumers’ Coopera- 
tives.” Announcements and ad- 
journment will follow. 

Continuing the wholesalers’ 
clinic on Thursday morning, Oct. | 
22, the subjects under discussion | 
will be: “Sales Management | 
Methods;” “The Sale of Profita- | 
ble Lines;” “Compensation for 
Reports of the 
various will follow; 
election of officers, new business 
and adjournment. 








FLOYD WHITTEMORE 


committees 


hobbies. Mr. Whittemore began 
his career in the Illinois state 
treasurer’s office, serving through 
three administrations. For sev- 
eral years he was proprietor of 


While the complete convention 
program of The American Hard- 
ware Manufacturers Association 
is not yet available, Charles F. 


Rockwell, secretary - treasurer,| a mercantile establishment in 

promises one of the most inter- | Lanesville, Ill. Prior to his 

esting conventions yet held. joining The Turner Brass Works 
As in previous years, the | in 1929, he was cashier of the 

“Hardware Age Special” will | Sycamore National Bank. 

again be available. The train 





will leave Chicago on Saturday, 
Oct. 17, at 10:20 a.m. and arrive 
in Atlantic City, N. J., Oct. 18, 
about 9:30. This provides a full 
two days at the Jersey resort be- 
fore the opening of the conven- 
tion on Monday night, Oct. 19. 





NEW YORK HARDWARE 
GROUPS SPONSOR 
OUTING 


Sponsored by the Brooklyn 
Hardware Association, Hardware 
| Boosters, Hardware Square Club, 
| and the Metropolitan Hardware 

Association, 190 manufacturers, 
| wholesalers, dealers, and sales- 
| men, picknicked Sept. 9 at Jones 
Beach, Long Island, N. Y. Swim- 
ming, racing, etc., was the order 
for the day. A high spot of the 
sports was the baseball game be- 
tween the salesmen and the deal- 
ers. The dealers won and the 
salesmen report they played a 
customer’s game. In the evening 
supper was served at the Wan- 
tagh Annex Hotel, Long Island. 


WM. HOGENSON, JR., TO 
REPRESENT REPUBLIC 

, William Hogenson, Jr., has 

been named special representa- 

tive on Toncan Iron enameling 


ment by F. H. Ramage, manager 
of sales promotion, Republic 
Steel Corp., Cleveland, Ohio. His 
work will be in conjunction with 
that department under the new 


Product Development Division. | H. A. Cornell, 96 Clinton St., 
He was formerly associated with | Brooklyn, was general chairman. 
the Chicago Vitreous Enamel Z 





Product Co. 





ANNUAL CONVENTION 
OF THE NUTMEGGERS 


At the opening meeting of the 
season, Sept. 9, The Nutmeggers 
decided to hold their annual con- 
vention at Waterbury, Conn., in 
March, 1937. John R. Cullen, 
West Hartford, Conn. was 
speaker at the meeting. Mr. 
Cullen told about his travels in 
foreign countries in the interest 
of The L. S. Starrett Co. His 
subject was, “Doing Business In 
India Twenty Years Ago.” 
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. | The Hardware Age Special Train to 




















yca- 
ired 
. Ail L te t C t 
Via Pennsylvania Railroad from 
Chicago, St. Louis, Cincinnati, Detroit, Columbus, Pittsburgh 
and other points en route (detailed time schedule below) 
A Through Train with No Change at North Philadelphia 
Modern, Air-Conditioned, All-Pullman Equipment 
Leaves Chicago, Saturday, October 17, 1936, at 10:20 a.m. (Other points as indicated. ) 
Arrives in Atlantic City, N. J., Sunday Morning, October 18, 1936, at 9:30 
The HARDWARE AGE SPECIAL has been arranged for your convenience. The new low railroad rates of three 
cents per mile on Pullman trains is in force which is cheaper than former convention round trip rates. There 
_ is also in force, effective October 1, 1936, an all year tourist round trip rate between Chicago and Atlantic City 
at $50.45, going both ways via the same line. Your local travel agent, or railroad ticket office, or any Pennsyl- 
ite vania Railroad representative can route you on this special through train via or connecting at any of the points 
gh given in the detailed schedule below. Any of these agents can furnish you with specific railroad fare and new 
2V- low Pullman rates. Reservations can also be made through the HARDWARE AGE EDITORIAL DEPT., 239 
of West 39th Street, New York City. 
in 
Time Table Schedule of the HARDWARE AGE SPECIAL | i, 
he Ly. Chicago 10:20 a.m. Ly. Cincinnati PRR : 
Lv. Mansfield 4:25 p.m. ae 12:55 9 EST 
: E v. Columbus 3:50 p.m. 
Lv. Alliance 6:25 pm. Ay. Pittsburgh 8:30 p.m. , 
; Ly. Detroit No. 452 1:01 p.m. Ly, Pittsburgh 8:35 p.m. eI 
Ar. Mansfield 4:16 p.m. Ar. Atlantic City 9:00 a.m. 
Lv. Cleveland No. 338 - Lv. St. Louis Wab. Ry. 
5:00 p.m. Ar. Chi a p-m. 
n . é r. Chicago :20 a.m. 
> an nan 6:17 p.m. Ly. Kansas City CB&QRR 
‘ Ar. Pittsburgh 8:15 p.m. 8:15 p.m. 
os Ly. Louisville L&NRR Ar. Chicago Union Station 
: 7:25 a.m. CST 8:35 a.m. ° 
Je 
. 
r 
e 
’ 
e 
a 
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FAULTLESS CASTER HAS UNIQUE SALES MEETING 


INTRODUCES 67 PER CENT PROFIT DEAL 


On September 8, between 7 and | retail requirements. 


7:30 p.m., all executives and 
salesmen of the Faultless Caster 
Co., Evansville, Ind., were in di- 
rect two-way long distance tele- 
phone communication although 
they were scattered in the follow- 
ing eleven cities: Boston, New 
York, Philadelphia, Detroit, 
Cleveland, Indianapolis, Grand 
Rapids, Dallas, Kansas City, Chi- 
cago and Miami. This is said to 
be the first telephone hook-up of 
this type attempted over so ex- 
tensive an area. At all points at 
which there were more than two 
persons participating in the sales 
meeting there was a radio-type 
loud speaker and each person was 
provided with a transmitting de- 
vice. 

The “meeting” marked the in- 
troduction of the “Faultless 67 
per cent Profit Deal,” designed 
for more efficient display and sale 
of casters over the hardware deal- 
ers’ counters. Following careful 
study of the sales volumes of 
hundreds of dealers, it was found 
that seven of the most popular 
types and sizes of Faultless cas- 
ters covered 90 per cent of all 


CROWDS THRONG RADIO 
AND ELECTRICAL SHOW 


Business was reported “brisk” 
at the 1936 National Electrical 
and Radio Exposition, at the 
Grand Central Palace, New York 
City, Sept. 9 to 19. Thousands 
thronged the aisles to see the new 
radio and home appliance mod- 
els. Described as the most com- 
prehensive electrical and radio 
show yet held, the sponsor, the 
Electrical Association of New 
York, states that in variety and 
number of exhibits it was the 
largest exposition to be devoted 
exclusively to things electrical. 

Electrical refrigeration, heat- 
ing, air conditioning, lighting, 
cooking, laundry equipment, and 
a hundred and one accessories 
were all represented in compre- 
hensive exhibits, with practical 
demonstrations of use. 

A striking exhibit showed re- 
productions of Menlo park, where 
Edison invented the incandescent 
light, his first power stations 

* which made electric current avail- 
able to the consumer, and repli- 
cas of the electric plants invented 
and built by Edison. A daily 
home cooking school held two ses- 
sions a day, presenting as guest 
lecturers home economic author- 
ities, with demonstrations of cook- 
ing. The “Home of the Future” 
—a one-room apartment, com- 
plete in facilities and equipment, 
with electricity, “the perfect ser- 
vant,” aroused considerable inter- 
est. 
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These seven 
casters have been assembled in a 
single display carton forming a 
compact caster department. All 
casters and glides are individual- 
ly packed in sets of four to en- 
able maximum sales with mini- 
mum effort. On each display 
carton are printed the suggested 
retail prices and the uses for 
which each caster in the assort- 
ment is intended. 

Clarence B. Noelting directed 
the “meeting” as master of cere- 
monies and a high spot in the 
program was the message deliv- 
ered by B. H. Noelting, president 
and founder of the company. It 
is interesting to know that the 
founder of the company was cele- 
brating his 85th birthday and a 
half a century of activity in the 
caster business. Mr. Noelting 
briefly sketched the methods of 
selling casters fifty years ago and 
compared them with the sales 
methods utilized today. He paid 
tribute to his associates and to 
the customers who have assisted 
him in building the company to 
its present high standing and 
large size. 





PURITAN CORDAGE MILLS 
BUILDING ADDITION 


The Puritan Cordage Mills, 
Louisville, Ky., is building a 
brick addition, which will add 
approximately 3000 feet of floor 
space for manufacturing and 
warehouse purposes. The firm 
makes window sash cord, clothes 
lines, small braided cords, awn- 
ing cord and rope, tiller rope, bell 
cord and other items of braided 
and twisted cotton cordage. 


ISSUES BOOKLET ON 
HIDDEN LOSSES IN SLOW 
CHARGE ACCOUNTS 


“The Ten Hidden Losses In 
Slow Charge Accounts,” a book- 
let issued by the Household Fi- 
nance Corp., 919 N. Michigan 
Ave., Chicago, IIl., outlines for 
the benefit of retailers and dis- 
tributors losses they sustain by 
not giving the proper attention 
to credit matters. Sample copies 
are available free of charge and 
retailers may obtain additional 
copies at 2% cents each for dis- 
tribution to customers. 

Chapters point out that slow 
accounts: increase bad _ debt 
losses; increase bookkeeping and 
collection costs; increase inter- 
est costs; keep you from profit- 
making opportunities; reduce 
your capital turnover; cause loss 
of customers; prevent you from 
increasing your volume and prof- 
its; put retailers into embarrass- 





ing and dangerous positions; fre- 
quently cause bankruptcy of re- 
tailers and produce many other 
harmful effects. Outlined also 
are the ways in which retailers 
benefit by controlling slow ac- 
counts and a plan for making 
prompt-paying customers out of 
slow accounts. 

The booklet was prepared by 
Dr. Clyde William Phelps, head 
of Department of Economics, 
University of Chattanooga, and 
is the result of the first of a se- 
ries of findings on credit prac- 


tices. Burr Blackburn is di- 
rector of the Department of 
Research, Household Finance 
Corp. 


A. M. JONES SALES MGR. 
FOR BUFFALO BOLT CO. 
A. Maxwell Jones, for 30 years 
in all departments of the Buffalo 
Bolt Co., Tonawanda, N. Y., 
manufacturer of bolts and nuts, 





A. M. JONES 


has been appointed general sales 
manager. Mr. Jones after grad- 
uation from the John Marshall 
Law School became associated 
with the company in 1908 as 
junior salesman in the Chicago 
territory. From assistant district 
manager in the Chicago office, 
he went to St. Louis, opening 
that branch of the company’s 
sales division in 1918. In 1925 
Mr. Jones returned to the home 
office to become assistant gen- 
eral sales manager, retaining that 
post until his recent appointment. 


BERG AND LADD HEAD 
COMMUNITY CHEST DRIVE 


H. A. Berg, president of the 
Woodward Iron Co., and Herbert 
P. Ladds, vice-president and gen- 
eral manager at Birmingham, 
Ala., of the Lamson & Sessions 
Bolt Co., have been appointed 








chairmen of the Birmingham 
Community Chest campaign for 
this year. 


AMERICAN STEEL & WIRE 
FORMS NEW DIVISION 


The Fence and Post Depart- 
ment and the Merchant Trade 
Department of the American Steel 
& Wire Co. of New Jersey, Chi- 
cago, Ill., subsidiary of the United 
States Steel Corp., have been con- 
solidated as of September 1, ac- 





D. A. MERRIMAN 


cording to an announcement by 
D. A. Merriman, vice-president 
and general manager of sales. The 
division is now known as the Mer- 
chant Products Department and 
will be managed by W. M. Floto. 
Assistant managers of the new 
division are H. A. Hamilton and 
H. D. Worthington. 

W. H. Foege, who has had a 
long and successful career as 
manager of the former Merchant 
Trade Department has been ap- 
pointed assistant to the vice-presi- 
dent and will continue his activ- 
ities in close contact with all 
jobbing trade. 


FONES BROS. TO HAVE 
FURNITURE PLANT 


Henry H. Tucker, president of 
Fones Bros. Hardware Co., whole- 
sale firm of Little Rock, Ark., has 
announced that the firm plans to 
establish a furniture manufactur- 
ing plant in Little Rock, for the 
manufacture of living room suites 
and chairs of the upholstered 
type. The finished product will 
be distributed through the com- 
pany. 

H. A. Phipps, St. Louis, Mo., 
formerly associated with furni- 
ture manufacturers of that city, 
Kansas City, and Chicago, will be 
superintendent of the plant. Op- 
erations will begin shortly, and 
from 10 to 12 persons will be em- 
ployed at the start. 
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me and my customer 






“ONE of the first things I learned about 
running a business is that both parties 
to a sale must profit by the deal. If a 
customer doesn’t profit, he isn’t satis- 
fied and he doesn’t stay a customer 


very long. 


‘I hold my farmer customers’ con- 
fidence by helping them with their farm 
problems. I keep posted on what’s what 
in farming and make helpful sugges- 


tions. The farmer appreciates my interest. 


**For instance, I tell them how they can 
get more efficient use of their pasture by 
dividing it up into small fields and rotating 
the pasturing. This is more important than 
ever in a year like this, when so many crops 
have been damaged and farmers are turn- 
ing live stock into crop fields. Harvested 
fields, too, offer pasturing opportunities and 
I help my farmer customers to make the 


most of them. 


‘It pays me to take an interest in these 


matters because fence is necessary for pas- 


Pittsburgh Fence 
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turing and I profit by the sale of woven-wire 
This 


year a lot of barbed wire is being used. An- 


fence or at least some barbed wire. 
other thing: I keep my customers’ confi- 
dence by selling them ‘Pittsburgh’ brand 
fence or barbed wire. They know it’s a good 
quality and will give them years of satis- 


factory service.” 


PITTSBURGH STEEL CO. 


PITTSBURGH « PENNSYLVANIA 
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OSCAR D. ALLEN 


Oscar D. Allen, 52, manager of 
the government supplies depart- | 
ment, F. P. May Hardware Co., | 
Washington, D. C., passed away | 
recently from a heart attack. Mr. 
Allen became associated with the 
May Hardware Co. shortly after 





OSCAR D. ALLEN 


the World War, establishing the 
government supplies department, 
which has since grown to a sub- 
stantial and profitable portion of 
the company’s business. 

He leaves his widow, a daugh- 
ter, and a son, Lawrence Allen, 
who was assistant to his father. 





PROCTOR CARR 

Proctor Carr, 55, vice-president 
in charge of sales of the Buffalo 
Bolt Co., Tonawanda, New York, 
passed away recently after an ill- 
ness of several months. 

Soon after Mr. Carr’s gradu- 
ation from Harvard in 1904 he 
became secretary and sales man- 
ager of the U. S. Hame Co. Later 
he was vice-president and sales 
manager for the North and Judd 
Mfg. Co., New Britain, Conn. He 


was also vice-president of the 
Shredded Wheat Co. and the 
Canadian Shredded Wheat Co. 


and vice-president and general 
manager of the Shredded Wheat 
Sales, Inc. 

During the World War he 
served as secretary of several ser- 
vice committees, including the ad- 
visory committee to depot quar- | 
termaster on hides, leather, and | 
harness, and saddlery hardware | 
war service committee and others. 

Mr. Carr’s widow and a daugh- 
ter survive. 





GEORGE PFARR 


George Pfarr, 69, hardware 
merchant in Akron, Ohio, since 
1906, passed away Aug. 26. Mr. 
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Pfarr was a past president of the 
Ohio Hardware Association. He 
was also a member of the 
Brotherhood of Locomotive Engi- 
neers, having in his youth been 
a railroad engineer in Texas. 


JOHN H. SILLIMAN 


John H. Silliman, 76, senior 
partner in the Silliman Hardware 
Co., Palestine, Texas, passed 
away recently in Florida. Mr. Sil- 
liman came to Palestine in 1881 
and entered the hardware store 
of an uncle, Dr. J. M. Silliman. 
Six years later he bought an in- 
terest in the business, in which 
he remained active until his re- 
cent passing. 


Mr. Silliman leaves his widow | 
| and a daughter. 


JAMES D. ELKINS 


James D. Elkins, 66, president 
of the McMinnville Hardware & 
Furniture Co., of McMinnville, 


| Tenn., and also head of the Elk- | 
Sparta, | 


ins Hardware Co., at 
passed away suddenly at his 
home in McMinnville, Aug. 16, 
following a heart attack. 
more than 25 years, Mr. Elkins 
was one 
standing business men and civic 
leaders. At the time of his death 
he was also president of the City 
Bank & Trust Co.; vice-president 
of the Warren County Canning 
Co.; vice-president of the Warren 
County Fair Assn., and a director 
in numerous other business en- 
terprises. Mr. Elkins leaves his 
widow, two sons, and a daughter. 


H. C. COLEMAN 


Horace Coates Coleman, 
known Norristown, Pa., manufac- 


well 


turer and financier, died Aug. 11. 
Mr. Coleman was vice-president 
of the Wildman Manufacturing 
Co., tool concern, and a director 
of the Montgomery Trust Co. He 
was also a director of many other 
business concerns. He leaves his 
widow, two sons, Horace C., Jr., 
and John MacDonald Coleman. 


H. A. KLEPINGER 


H. A. Klepinger, 59, Eaton. 
Ohio, who operated a hardware 
store at Brookville, Ohio, died 
July 18 at his home following an 
illness of several months. 


Cc. F. GLENNON 


Christopher F. Glennon, 47, 
hardware merchant 


OBITUARY 


of Dalton, | 








Mass., passed away Aug. 16 after 
a five-months’ illness. In 1912, 
at the death of his father he took 
charge of his father’s hardware 
| business in the Center block and 
| had conducted it since that time. 
Two brothers survive. 


GEORGE E. OSBORN 


George E. Osborn, 44, vice- 
president and general manager of 
the Chicago plant of the Lamson 
& Sessions Co., Cleveland, passed 
away suddenly in Chicago, Aug. 











For | 


GEORGE E. OSBORN 


of McMinnville’s out- | 


28. He had been with the com- 
pany since 1914, formerly had 
charge of sales in Iowa and Mis- 
souri river territory, 
widely known throughout 
| Mid-West. 
| charge of the Chicago plant in | 
January, 1935. 


the 


_ CHARLES S. CAWTHORNE 
Charles S. Cawthorne, 62, as- | 
sistant treasurer of the American | 
| Steg] and Wire Co., Chicago, IIL. 


| times. 





CHARLES S. CAWTHORNE 
| died Aug. 14 at his home in Lake | 
| Bluff, Til. 

Mr. Cawthorne became cashier 


| 
| 


and was | 


He was placed in | 


| lery manufacturers. 
| King of Sweden bestowed the 


of the American Steel and Wire 
Co. in 1901, in the company’s 
Waukegan office. For the last 
20 years he has been cashier and 
assistant treasurer in the Chicago 
office. His widow, a brother and 
a sister survive. 


ROBERT W. ISAACS 


Robert W. Isaacs, 77, pioneer 
hardware dealer of Clayton, New 
Mexico, passed away suddenly 
Aug. 8, leaving many friends 
friends throughout the country. 

Mr. Isaacs was the owner of 
Clayton’s oldest business institu- 
tion, The R. W. Isaacs Hardware 
Co., which he established in 1902. 





R. W. ISAACS 


He came to Clayton in 1898, four 
years before he opened his hard- 
ware business and during that 


time had been an active worker 


in civic affairs. He served on the 
Town Board of Trustees, and was 
active in Democratic circles, serv- 
ing as a member of the county 
and state committees at various 
He was party treasurer at 
the time of his death. 


JOHN HULL BREWSTER 


John Hull Brewster, founder 
and for years the head of the 
American agency for the Swedish 
Steel Mills, passed away at his 
home in Westport, Conn., Sept. 
15, after an illness of several 
weeks. 

Mr. Brewster was one of the 
first to bring Swedish Cutlery 
Steel into this country, which was 
largely used by American cut- 
In 1927 the 


order of Vasa on the deceased for 
services during the World War. 

His widow, Margaret Owens 
Brewster, two nephews and three 
nieces survive. 
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Sales Foost 


LOMBINATIUN 








Dot sell just half a line! Don’t lose half of 
your sales and profits to the dealer down the street! 
Here, in one all-inclusive franchise, you get the big 
sales advantage of a really complete line of modern oil 
burning space heaters—a line that definitely stamps 
your store as the leading heater headquarters in your 
community because it includes a model fitted to the 
purse and heating requirements of every prospect. 
Duo-Therm and Kero-Therm offer you a perfect sales 
combination—sixteen beautiful, efficient and economical 
kerosene cabinet heaters, fuel oil burning radiant stoves 
and circulating heaters built for leadership in one of the 
fastest-growing markets in the appliance field today. 


HERD T HEATERS 


A wide assortment of advertising materials is available to help you 
boost Duo-Therm sales. Altractive folders, allention-gelling 
tabloid broadsides, beautiful sales presentation books, life-size 
window displays, newspaper mats, manuals, movie slides, cul-a 
ways—everything you need for a real merchandising job. Send 
the coupon today for complete information, 
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Sixteen 


Geautiful Mod ™ 





Fe 


Manufactured by one of America’s great industrial in- 
stitutions, a ten million dollar concern with the resources 
to assure you of every possible merchandising advantage, 
the Duo-Therm line combines appearance, performance 
and price to bring you America’s best values! 


Thrift-Zone Performance 


Extra cleanliness, extra comfort, extra economy! Every 
Duo-Therm has this headline feature because every 
model is equipped with the revolutionary Dual-Chamber 
Burner—the amazing Motor Wheel development that 
actually gives the advantages of two burners in one. Your 
prospects will insist on the Thrift-Zone when they buy. 


MOTOR WHEEL -CORPORAT ION, HA366 
Heater Division, Lansing, Michigan FA365 
Gentlemen: Please send complete information 
about the Duo-Therm line of fuel oil burning 
heaters and Kero-Therm cabinet heaters: 
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ADVANCES BECOMING EFFECTIVE 


Cut Nails. 
Clincher Hose Couplings. 


Certain Semi-Finished Steel Products. 


Lin-X. Stove Pipe and Elbows. HARD \/ VAR | 
Rubber Covered Wire. 
Garden Hose and Fittings 

B 0 


Asbestos Paper 


DECLINES BECOMING EFFECTIVE 


Barbed Wire and Nails. 

Some Sizes of Wire Rods. 

Steel Wool. Linseed Oil. 
14-2 Non-Metallic Sheathed Cable. 


ADVANCES BEING ANTICIPATED 


Galvanized Hose Clamps. 
Grass Hooks. 


September 24, 
1936 


Brooms. 








The long rumored rise in 
fourth quarter steel prices became a 
fact, on September 5. Carnegie-Illinois 
Steel Corp., largest unit of U. S. 
Steel, announced a two dollar per 
ton increase, effective October 1, in 
the price of semi-finished products 
—rolling billets, sheet bars, slabs, 
small shapes, and hot rolled an- 
nealed sheets. The prices of the 
majority of other finished _ steel 
products have been reaffirmed, but 
rail spikes and track bolts are up 
three dollars per ton. The increase 
in scrap prices and heavier produc- 
tion costs were given as the reason, 
though a contributing factor, un- 
doubtedly, was the renewed demand 
of mill workers for higher wages 
and pension rates. Other leading 
steel producers have _ followed 
promptly the Carnegie mark-up. The 
effect of the price increases un- 
doubtedly will be to drive in in- 
creased tonnage from consumers at 
third quarter prices before the Oc- 
tober 1 deadline. This, with new 
support from the automobile indus- 
try, and increased railroad and 
structural steel buying, will tend to 
sustain production. Demand this 
fall is likely to become urgent. Dif- 
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ficulty in getting quick delivery on 
some products such as sheets is ex- 
pected by the mills to increase to 
the end cf the year. 


* * 


A contrasting price situation 
developed on September 5, on wire 
rods, barbed wire and nails, on 
which lower quotations are now in 
effect for immediate acceptance, sub- 
ject to a possible readjustment for 
fourth quarter. One prominent pro- 
ducer is taking business on wire 
nails for nearby shipment at a de- 
cline of four dollars per ton from 
the schedule recently prevailing. 
Barbed wire prices have been re- 
duced a like amount. Although the 
wire rod price for the base sizes, 
Nos. 4 and 5, has not been changed, 
the larger sizes, used mostly by the 
bolt and nut industry, are being sold 
at a temporary reduction of two 
dollars per ton. With the regular 
fall demand for wire products mak- 
ing its beginning this month, this 
unexpected opportunity to buy at 
very low costs will, no doubt, bring 
from distributors and other buyers a 
very large increase in orders. Fence 


sales, although affected by the 
drouth, have made recent good 
gains, and are expected to show an 
increase over 1935. 


eS | = 


Cut nail prices were advanced 
fifteen cents per keg by Reading 
Iron Company, effective September 
16, to a base price, in less than five 
keg lots, of $3.35 per keg, f.o.b. 
Pittsburgh, Pa. The company was 
accepting limited orders at old 
prices up to September 15, contin- 
gent upon shipments being taken 
complete not later than September 
30. 


+ + 


Asbestos paper has _ been 
raised in price, effective September 
14. The advance, general among 
all leading producers, was $4.00 per 
ton on carloads, and $9.00 per ton, 
or about 9 per cent, on less than 
carload orders. 


* + 


Prices are out for 1937 on 
garden hose and accessories. The 
advances are about as forecast in 
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ZARS AGO General Electric introduced the 

first refrigerator with a sealed mechanism 
and predicted that eventually all electric refrig- 
erators would have sealed units. Other manu- 
facturers are now adopting this type of unit, 
recognizing a fact that General Electric has 
proved. But, no other cold making mechanism 
has a record that even approaches that of the 
General Electric Thrift Unit for dependable 
performance at low cost... proved by experience. 


Every minute of every day somebody buys a 
General Electric Refrigerator with the famous 
Thrift Unit. Every walk of life is represented 
among G-E purchasers... bankers and book- 
keepers, senators and laborers, yachtsmen and 
firemen ... all are buying General Electric Thrift 
Unit Refrigerators. General Electric Company, 
Appliance and Merchandise Department, 
Section HA9, Nela Park, Cleveland, Ohio. 


z 
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ORE ELECTRIC REFRIGERAT 


THRIFT UNIT REFRIGERATORS 





G-E THRIFT UNIT 
Sealed-in-Steel Since 1927 


The only refrigerator mechanism 
with forced-feed lubrication and oil 
cooling, exclusive features that 
mean quieter operation, longer 
life and lower operating cost. 


Research keeps General Electric 
years ahead! 
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Irwin vs. Sears, Roebuck & Co. 


For the past two years a most 
spectacular fight against mail order 
price advantages has been the well 
publicized campaign of the Irwin 
Auger Bit Co., Wilmington, Ohio, in 
its fight to keep independent retail 
hardware men in competition with 
Sears, Roebuck & Co. in the sale of 
auger bits and other Irwin products. 
It has been a running battle all the 
way with Irwin meeting or going a 
step further every time this mail 
order firm announced a price that 
was lower than existing market of- 
ferings. The latest Irwin trade bul- 
letin, announcing a price which 
enables hardware stores to beat cur- 
rent catalog prices on auger bits 
carries an implied threat to invite 
the Federal Trade Commission to 
investigate whether or not discrim- 
ination is being practised by other 
manufacturers’ selling Sears at 
prices that discriminate against the 
hardware trade. Obviously, Sears 
either loses money on this product 
or is buying much better. An inves- 
tigation would give the answer. It 
is possible that this mail order house 
would sacrifice all profit on this one 
or even on several items which had 
been given publicity but such a pro- 
cedure could not go on indefinitely 
on very many lines, for very long. 
The known profit record of the lead- 
ing mail order houses does not en- 
courage the opinion that Sears loses 
much money, very often or very 
steadily on many lines. 

If there is discrimination in auger 


bits and/or any other lines of mer- 
chandise the Robinson-Patman Act 
provides the machinery for curbing 
the practice. Any wholesaler or 
retailer can enter a complaint with 
the Federal Trade Commission if 
there is any reasonable evidence or 
suspicion of unfair price schedules 
on any of the lines handled. The 
name of the complaining party 
remains confidential throughout the 
investigation period but becomes 
public information should such com- 
plaints enter the prosecution “public 
hearing” stage. It is interesting to 
know that all complaints filed with 
the Federal Trade Commission are 
investigated although only a few are 
found justifiable and therefore sub- 
ject to further and public considera- 
tion. But it must be remembered 
that all cases of lower prices are not 
necessarily discrimination in the 
eyes of the Federal Trade Commis- 
sion, operating under the Robinson- 
Patman Act. 

At press time a telegram from 
the Irwin Auger Bit Co., announces 
a new chrome plated bit at a price 
in competition with Sears. The 
telegram reads: 

“Releasing new chrome plated bit 
today enabling independent retailers 
to sell over their counter at Sears 
f.o.b. Chicago price on Craftsman 
bits. This move puts retailers in a 
position to meet Sears Chicago price 
on all numbers of screw drivers and 
auger bits.” 

Irwin Auger Bit Co. 





our previous issue—twenty-five per 
cent on one-ply competitive braided 
hose, ten per cent on other braided 
grades, and about fifteen per cent 
on all-rubber hose. New prices on 
hose fittings, etc., were issued Sep- 
tember 1, and, in general, show ad- 
vances from 74 to 10 per cent 
above last year, due to higher costs 
of brass and copper. There are no 
changes on some of the more com- 
petitive sprinklers. Clincher coup- 
lings are slightly higher, but there 
is no advance as yet in galvanized 
hose clamps. Manufacturers do not 
guarantee prices on these goods for 
all of next season, as some feel that 
there must be further advances 
within the next few months. 


* 0 «@ 
The call for stoves and stove 
furniture, as the season advances, 


bears out early prospects for an un- 
usually large volume. The propor- 


64 


tion of higher priced stoves and 
heaters which are moving out is 
ahead of expectations, in spite of 
heavy promotion salés by some dis- 
tributors on competitive quality lead- 
ers. Prices have reacted upward on 
accessory lines like stove pipe and 
elbows, after much early selling at 
the lowest prices in several years. 


* * a 


New 1937 prices on scythes 
and snaths show no material changes 
over the past season. The usual dis- 
count for fall ordering will probably 
tempt early buying by the larger 
distributors. Prices on grass hooks 
issued September 1 are substantially 
the same as last year, although 
manufacturers indicate there may be 
advances later, in view of their ac- 
tually higher costs. At this writing, 
prices on “steel goods,” hand farm- 
ing tools and handles, have not yet 
been heard from. 


Prices on steel wool have 
been lower than were interesting to 
most of the manufacturers. There 
has been no drop in the cost of pro- 
ducing steel wool, on the contrary, 
the price of steel wire has advanced, 
so there may be a correction of this 
situation before long. 


* %*+ 


Broom prices have not only 
been advanced, but due to drouth 
conditions, makers have withdrawn 
all prices. There will be a decided 
shortage of broom corn this year, 
and much of what is available will 
be a stunted inferior grade. Good 
brooms are likely to be scarce and 
expensive. 

* * a 


The price to distributors on 
14-2 non-metallic sheathed cable was 
reduced about 14 per cent, effective 
September 5. It is not felt that such 
a low basis can be long maintained. 
Rubber-covered wire, due to the cop- 
per situation, was advanced five per 
cent, effective September 15. Copper 
is very strong, with recent export 
prices advancing above the 934 cent 
domestic level, which is still held 
unchanged. 

* * * 


Season considered, there is a 
good volume moving out in paints 
and accessories. Sales of paint, 
varnish, lacquers and fillers, as re- 
ported to the Department of Com- 
merce, by 579 establishments, totaled 
$33,919,000 in July, the latest month 
reported, as against $28,975,000 in 
July, 1935. Total sales for the first 
seven months were $233,711,000 
against $198,921,000 in the corre- 
sponding period of 1935. 


* 2 


Linseed oil, contrary to the 
recent trend, declined 114 cents per 
gallon on September 4. Turpentine 
remained unchanged. Jobbers were 
notified of an advance of 25 cents 
per gallon on Lin-X, to be in effect 
September 15, due to the rise in 
cost of raw materials. 


7. 2 3 


Perhaps the most notable re- 
cent development in the hardware 
trade is the shortage in several lines 
of merchandise, due of course to 
unexpected increases in demand, 
and to over-conservative stocking of 
many fall lines. The retail stores 
have so confidentally relied on job- 
bers’ stocks to be ample, that they 
have continued to order moderately. 
In their turn, the wholesalers have 


HARDWARE AGE 














It was here that our exclusive waterproofing 
treatment was developed. And it is here that 
all raw materials used in our piant are tested. 









Sixth in the series of advertisements telling how 


Columbian Tape-Marked Pure Manila Rope is made. 


OPE that is good enough merely 

to “get by” without complaints 

from users is not good enough to 
bear the Columbian name. 


All materials going into Columbian 
Rope are first tested in our labora- 
tories. Each step in manufacture is 
then carefully checked. After the 
rope is made, tests are constantly be- 
ing made to determine its breaking 
strength ... its rugged wearing quali- 
ties. Specially built machines give 
rope more punishment in one day 
than it would get in months of ordi- 
nary wear. 


These precautions are taken to 
protect the Columbian name and to 
make sure that every dealer and 
consumer will receive the best rope 
that modern science can produce. 


COLUMBIAN ROPE CO. 


352-80 Genesee St. 
AUBURN, “The Cordage City.” N. Y. 


COLUMBI 
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Up and down, day 


in and day out, rope is 
tested by these machines. 


Breaking ma- 
chine at work. 
The dial at the 
left records the 
pull needed to 
break a piece 
of rope. 
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PURE MANILA , 








expected normally prompt service 
from their factory suppliers, and ser- 
vice has been far from prompt in 
many important instances. Plants 
have followed a conservative pro- 
gram, planning their operations 
largely after orders were in hand. 
With steady gains in the volume 
coming in, the result has been a 
necessary wait of several weeks on 
merchandise which last fall was 
promptly forwarded. Manufacturers 
now feel that they are facing higher 
costs for both material and labor, 
and, wanting to be sure of the effect 
of higher prices upon the continuity 
of their sales, are loath to build up 
production too fast. 


* * * 


Retail hardware volume is 
running fully up to the favorable 
expectations for September. The 
latest changes in most farming 
states have been favorable, and total 
crop yields will be better, with the 
exception of cotton, than the indi- 
cations of early August. Consider- 
able progress has been made in fall 
plowing, and seeding of winter 
wheat and rye and other grains is 
under way. Feed prospects have 
been improved generally by good 
late rains. Certain it is that retail 
sales in the agricultural areas are 
showing much more improvement 
than in the cities and in the indus- 
trial states. Labor unrest is suf- 
ficently disturbing in a few of the 
latter centers to slow down store 
business there to a marked degree. 
In general, however, there is no 
question that hardware continues 
fortunate in holding a leading posi- 
tion among the retail fields in show- 
ing steady gains through recent 
months. Almost no line of every- 
day consumer goods shows a more 
healthy condition of demand and 
price. 

* * * 


Toy sales to the retail stores 
are opening up very liberally, aided 
by the selected assortments and 
selling helps put out by certain 
leading jobbers. It is always the 
retailer who has formerly sold toys, 
who orders earliest and most liber- 
ally. Usually each store which has 
put intelligent effort into this line 
for one season is a permanent con- 


vert, 
* * 


After a fine early start, the 
1936 season ended disappointingly 
for makers and sellers of farm im- 
plements, though plans for next 
season are on the usual full scale. It 
is reported that Montgomery Ward 
& Company will include a_ rep- 
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resentative line of farm implements 
in their next catalog and in their 
store distribution. At the present 
time, the company is handling only 
plows and cultivators, but in earlier 
years it carried a fairly complete 
line of agricultural machinery, so 
the rumored step would be a return 
to former practice. 


oo ss © 


Activity in the lumber indus- 
try in the week ended August 29 
continued at a high rate, according 
to the weekly report of the National 
Lumber Manufacturers’ Association. 
New orders again exceeded produc- 
tion and were 20 per cent above the 
1935 week, while shipments were the 
heaviest of the third quarter to date. 
The outlook for an increasing lum- 
ber demand is favorable, but at the 
same time there is no indication of 
a “boom” either in building or in- 
dustrial uses. The trend in lumber 
prices was slightly downward from 
September to December, 1935, then 
upward to April, May and June, 
1936, showed a slight recession. The 
average wholesale price at the mills, 
as reported by the Bureau of Labor 
Statistics, was 82.1 in June (in rela- 
tion to 1926 as 100) as against 81.6 
in June, 1935, and 86.3 in June, 
1934, 


* + 


Future lawm mower orders 
are coming in better to the jobbers, 
after the coming of general rains. 
Even though dealers had sold out 
their stocks of mowers, they were 
reluctant to place orders during the 
dry weather. On grass catchers, 
some leading makers have put out 
their prices, about the same as last 
season. A few manufacturers have 
been holding back due to doubt as 
to their costs on cetton duck and 
galvanized sheet steel, but it seems 
that opening prices of all makers 
must be close to those last prevail- 
ing. 


* & *& 
Sales of canning supplies 
have been disappointing, though 


makers of glass containers report 
their production and _ shipments 
holding up fairly well, despite the 
shortage in canning crops. Some 
late recovery has improved this pic- 
ture. The use of tin for cans, re- 
duced by the drouth as to fruit and 
vegetables, has been kept very ac- 
tive by the wide distribution of mo- 
tor oils and beer in tin containers. 


* + 


In housewares, jobbers re- 
port increased activity in enameled 





kitchen utensils. Table glassware, 
dinner sets, and china for both bak- 
ing and serving, are all in better 
demand this year than ever before, 
among hardware retailers. 


*¢* # # 


Plumbing supplies are more 
and more proving their worth as 
volume and profit builders in the 
hardware stores. The field is un- 
limited, not only in rural areas, but 
in the larger towns. A Department 
of Commerce survey finds a shortage 
of modern conveniences in many of 
the 2,633,135 residences in 64 se- 
lected American cities. Potential 
markets exist everywhere for elec- 
trical and hot water facilities. One- 
fourth of the total urban dwelling 
units surveyed have only cold water 
facilities. 

* *& * 


The past season has been a 
record-maker in electrical refrigera- 
tion, and in the new field of air- 
conditioning. The latest statistics 
on electric refrigerators show that in 
July 206,019 units were sold, having 
a value of $16,283,643, against 152,- 
364 units, with a value of $11,917,- 
338, in July, 1935. Total of sales 
for the seven months of 1936 was 
1,616,912 units, with value of $130,- 
541,592 against 1,224,118 units 
valued at $94,370,034 in the corre- 
sponding period of 1935. 


oo. # 


The drouth effect on crop 
prospects during August was shown 
by the Department of Agriculture’s 
announcement, that the indicated 
corn crop this year, based on Sep- 
tember 1 conditions, was 1,458,295,- 
000 bushels, compared with last 
year’s crop of 2,191,629,000 bushels. 
The indicated production of all 
wheat, winter and spring varieties 
combined, is 630,241,000 bushels, a 
small gain over the 623,444,000 
bushels produced last year. The 
higher prices this year will make 
this wheat crop very valuable to 
American farmers, except in the 


northwest. 
* * * 


On cotton, a very bullish crop 
report, on September 8, by the gov- 
ernment sent prices upward in the 
leading markets. The Department 
of Agriculture estimated that 1936 
production would amount to only 
11,121,000 bales. While such an 
indicated crop is larger than in 
either of the two preceding years, it 
is sharply below the prospects of a 
month ago, when a crop of 12,481,- 


HARDWARE AGE 
























Onder One! 


MAKE THIS SPECTACULAR 
DEMONSTRATION 










219,14 


HOURS o- SERVICE. 











300 iz voi 
$65 ee ie increas 


RDER one of the new Johnson Iron Horse Gener- 
ators today. Put it in your window. Hook it up 
with twelve 25-watt lights—and turn on the juice! | 


Talk about a demonstration that sells! It’s dazzling! | 
And it’s just what hundreds of people in your commu- 
nity want. Low cost electricity for light, power, radio— | 
in hundreds of places where there are no electric lines. | 
A perfect tie-up with farm radio sales! 

The new Iron Horse Generator is the leader in the field. | 
DOUBLE the usual capacity. Charges 12 volt or 6 volt battery- 
Permits low cost installation (lighter wiring). Positive push but- | 
ton starting and 2] advanced features make it the most complete, | 
thoroughly serviceable, low priced power plant on the market. | 


Backed by the great Johnson organization and its world-wide | 
reputation for building DEPENDable products. Powered by the | 
famous 4-cycle Iron Horse gasoline engine— used on leading makes 
of farm washers, power-mowers, pumps, etc. Advertised to over 
7,000,000 farmers! 

Write or Wire at once for Full Details and Discounts! 
JOHNSON MOTOR CO., 1820 Pershing Rd., Waukegan, Illinois 

Canadian Johnson Motor Co., Ltd., Peterboro, Canada 
Builders of the famous Sea-Horse Outboard Motors 


lron Horse 
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PHOENIX SASH CORD.... 





wee you tell a customer that Sam- 
son Spot Sash Cord usually gives 
at least twenty-five YEARS of trouble-free 
service, against as many MONTHS for 
cheap cord, you usually make the sale. 
Stated in hours-of-service per cent-of-cost, 
the economy of Spot Cord is still more im- 
pressive. Even confirmed bargain-hunters 
see the point; and spend the few more cents 
that insure sound value. 


Samson Spot Sash Cord is honestly made. 
Each strand is composed of many strong 
fine 3-ply yarns. It is firmly braided; 
smooth; uniform; wear-resisting. Re- 
peated tests prove that it will stand more 
than 500,000 lifts over pulleys. 


You can safely confine your sash cord stock 
to only two brands; Samson Spot Sash 
Cord —the most durable material for 
hanging windows—and Phoenix; the 
Sash Cord that is also the most satisfac- 
tory clothes line money can buy. Your 
jobber carries both. Would you like 
samples? 


DEPT. 
BOSTON, MASS. 


SAMSON SPOT SASH CORD..... 


for Hanging Windows 


for Clothes Lines 




















000 bales was indicated. The latest 
1936 estimate is about 344 million 
bales below the 1928-1932 average. 
Severe deterioration in the western 
part of the cotton belt resulted in 
the decrease. In Oklahoma and 
northwest Texas many fields are 
almost a complete failure. The hot 
dry weather caused excessive shed- 
ding of squares and young bolls, and 
prevented the full development of 
bolls remaining on the plants. Im- 
provement was shown in the eastern 
part of the belt, from Alabama east. 
Except for a limited area in south 
Texas, the report stated that damage 
from weevils was relatively light. 


* * * 


Steel ingot output has re- 
bounded to 72 per cent of the coun- 
try’s capacity from 70 per cent last 
week, said The Iron Age, in its Sep- 
tember 17 issue. Incoming business, 
while running behind shipments, is 
again on the upgrade, and there is 
ample assurance of a continuance of 
the present rate of production, or a 
little better, to the end of October 
at least. Business in the heavy 
products, principally those used in 
building construction, has experi- 
enced a lull, which may be tempo- 
rary in view of the large amount of 
work ahead. However, lighter prod- 
ucts, particularly sheets, are in 
exceptionally good demand, with 
prospective additions to backlogs as 
the motor car industry prepares for 
volume production of 1937 models. 


* * * 


Buying by the railroads is 
notably better, as rail revenues are 
looking up. August income of the 
roads was up about 20 per cent over 
the same 1935 month. Class 1 on 
August 1 had 27,151 new freight 
cars on order, compared with 2,174 
cars and eight locomotives on order 
a year ago. During the first seven 
months of 1936, 14,914 new freight 
cars were placed in service, com- 
pared with 2,272 in the correspond- 
ing period of 1935, and 9,485 in 
the 1934 period. 


* * 


Electricity production in the 
week ended September 5 totaled ap- 
proximately 2,100,000,000 kilowatt 
hours, third highest on record, being 
exceeded only by the two preceding 
weeks, when output reached an all- 
time peak. The September 5 total 
was 20 per cent above output for the 
1935 week, which included the 
Labor Day holiday. 
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Bank clearings in the five-day 
holiday week ended September 8 
totaled $4,229,544,000 in twenty-two 
leading cities, according to Dun & 
Bradstreet’s weekly report. In the 
corresponding 1935 week—a six-day 
period—the total was about ten per 
cent larger. Three cities—New Or- 
leans, Louisville and Dallas— 
showed gains over the 1935 week 
despite the Labor Day holiday. New 
York City accounted for all of the 


decrease. 
* * * 


A gain occurred in the num- 
ber of business failures in the 
United States for the week ended 
Thursday, September 3. The total 
as reported to Dun’s was 163, 
against 138 in the week preceding, 
and 197 a year ago. The latest fig- 
ures are for six days, whereas last 
year’s total was for five days. 


* & «4 


Engineering construction 
awards for the week ended Septem- 
ber 8, shortened by the Labor Day 
holiday, totaled $35,219,000, a small 
gain over the corresponding full 
week of 1935. It was significant that 
private construction projects gained 
about four million dollars during 
this latest week, while public works 
were four million dollars less. 


* * * 


Factory automobile sales of 
members of the Automobile Manu- 
facturers’ Association (not including 
Ford) declined seasonally in Au- 
gust, yet was up 15 per cent over 
August, 1935, and established the 
highest total for the month since 
1929. August sales totaled 206,041 
units compared with 179,918 in the 
same 1935 month. For the first eight 
months of this year factory sales by 
A.M.A. members aggregated 2,505.- 
451 units, compared with 1,971,568 
in the corresponding period of 1935, 
a gain of 27 per cent. Recent pro- 
duction has slowed down sharply, 
with nearly every major factory in 
the industry. except Ford, shut down 
for a change over to new models. 


* * * 


Sales of General Motors cars 
to consumers and dealers for the 
eight months ended August 31 set 
new all-time records. Domestic sales 
to consumers for the eight months 
totaled 1,261,714 cars, against 884.- 
862 in the like 1935 period and 
against their previous record of 1,- 
168,710, established in the first eight 
months of 1928. 











The New York Sun issued 
early this month its final report of 
a series, numbering the total unem- 
ployment in the United States “for 
the average year 1935” at 6,000,000 
among the 51,000,000 workers of 
age 10 and older, and citing “great 
gains” in employment during 1936. 
The report estimated unemployed in 
industry and trade, out of 29,000,- 
000 employables, was 3,593,000 
comparing figures for 1929 and 1935 
in manufacturing, trade, transpor- 
tation, communication and mining. 
The survey did not cover the 22,- 
000,000 other workers of the coun- 
try who are in agriculture, the pro- 
fessions, governmental service and 
personal and domestic service. As to 
these, the Sun offers an estimate, 
which, it warns, is not supported by 
definite figures, of 2,500,000 unem- 


ployed. 
* * * 


Radio sales advanced to a 
new high during the first six months 
of 1936, passing the peaks of 1935 
with production running ahead by 
15 to 25 per cent and distribution by 
15 to 30 per cent, reports Dun & 
Bradstreet, Inc. The industry has 
had more than three and a half 
years of uninterrupted expansion. 


. & S&S 


Average hourly earnings in 
the iron and steel industry during 
the past seven years have been 
higher than the general average in 
manufacturing, according to an 
analysis made by the National In- 
dustrial Conference Board. Com- 
parison of the data from the iron 
and steel industry with the corre- 
sponding figures regularly compiled 
each month by the Conference Board 
for twenty-five manufacturing indus- 
tries also indicates that the weekly 
earnings of iron and steel workers 
have likewise been higher than the 
general average with the exception 
of the years 1932 and 1934. 


> & * 


Residential building started 
during August attained a level of 
activity not seen since March, 1931, 
according to figures released by F. 
W. Dodge Corp. Not only did the 
August volume exceed the figure for 
July by about 41 per cent but last 
month’s record of residential build- 
ing contracts was 21% times the size 
reported for August, 1935. For the 
37 eastern states and the District 
of Columbia the figures for August, 
1936, were $100,522,500 as compared 
with $71,993,700 for July, 1936, and 

(Continued on page 104) 
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‘With Solarite 
you can meet 
catalog house 
and mail order 
competition 























Solarite — the Peer of all Cold 
Water Kalsomines—is tailor-made 













for the hardware trade in its price 
structure which takes away every 
advantage of catalog and mail 
order houses. 










Solarite’s new condensed range of 
tints—only 12 colors and white—simpli- 
fies stocks. 








Ask your jobber for details of Reardon’s 
“New Deal for Dealers” and write us if 
he has not yet stocked Solarite. Address 
nearest factory. 


THE REARDON COMPANY 


Second & Clinton Sts., St. Louis, Mo. 


1444 W. 37th St. 526 S. Alameda St. 
Chicago, Ill. Los Angeles, Calif. 
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No. 04856 


FOR TODAY’S DEMAND 
Modern In Every Detail 
Of Design & Construction 


HANDSOME * RUGGED « SALABLE 
« 
FINE PIN TUMBLER CONSTRUCTION 
EXTRUDED METAL CASE 
a 





This striking new Eagle Padlock makes an ex- 
traordinary appeal to the eye and judgment of 
customers . . . not alone for beauty of design 
and finish . . . but because it is convincing in 
its appearance of solidity and security. 


No. 04856 is made of Extruded Metal and fitted 
with Genuine Pin Tumbler lockwork. Also has 
a hardened, cadmium plated shackle. Made in 
six sizes from one inch to two inches inclusive. 


a 
The Eagle Quality Line 


Padlocks 

Cabinet Locks 

Front Door Sets Wood Screws 

Store Door Sets Stove Bolts 
Machine Screws 


taste {Box co 






Night Latches 
Trunk Locks 


6 Warren Street -- New York 
Branch Offices: 
521 Commerce St. 179 .N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill Boston, Mass. 
Works at Terryville, Conn. 































Wh, 


for Retail 
Hardware Stores 


Allen’s Parlor Furnaces 





t 
Models 600-1 and 500-1 have “heat 


radiating fins” to increase heating sur 
face and heating capacity without add- 
ing to the size of the furnace. Hot 
blast down draft fuel saver designed 
to distribute air over the fire. Com- 
bustion chamber is made of extra heavy 
No. 10 gage boiler plate iron, corru- 
gated to prevent warping or buckling. 
Allen Mfg. Co., Nashville, Tenn. 


Micro-Lite 





No. 200-S—of solid brass, heavily 


nickel-plated. High temperature baked 
enamel finish in brilliant red, green, 
blue, or black, with contrasting colored 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 


Ld. 


nickel bands. Has convenient push- 
button switch. List price, 29c. Four- 
color display free with every order of 
12. Micro-Lite Co., Inc., 36 W. 25th 
St., New York City. 


Roadbed for Model R.R. 








“Fidelity’—gray felt roadbed or 
“ballast” for model railway tracks. 
Packed in 6-ft. lengths in attractive 
cardboard sleeves. For “Standard” 
gage tracks, it is 344 in. wide by %-in. 
thick, retailing at 50c for the 6-ft. strip. 
For “0” gage tracks, it is 2% in. wide 
by 4-in. thick, and retails at 35c. A 
seven color cut-out, shown, is available. 
Fidelity Felt Co., Front & Venango Sts., 
Phila., Pa. 


Stayklear Cover Glasses 


STAYKLEAR 





For use in electric welding hoods or 


eye protectors. They cover the expen- 







Sthy~ 


Window Trims—New Packages 
—New Colors—New Deals— 
Catalogs . 





sive shaded glass and protect it from 
pitting from flying sparks of molten 
metal. The illustration shows a glass, 
half of which has been treated with 
Stayklear, showing the wearing quality 
of the Stayklear portion. The maker 
states a Stayklear glass will outlast 10 
plain glasses; assure clear vision; less 
eye-strain. Retail selling price, $1.50 
per box of 10 glasses. Barnes Broth- 
ers, 305 W. Eighth St., Los Angeles, 
Cal. 


Kork-O-Tan Rug Holder 


a Kork-O-0an 


HOLDS RUGS SAFE 








Kork-O-Tan is a thin, flexible leather- 
like composition of clean ground cork 
and fibre, which prevents slipping if 
laid under a rug—not fastened. It 
comes in two convenient widths, 24 in. 
and 32 in. and in 25 yd. and 10 yd. 
rolls. It is usually cut from one to 
three inches shorter than the rug in 
each direction. Attractive display racks 
and wall fixtures are supplied free with 
an introductory order. A 6 in. self- 
measuring pattern makes it easy to cut 
to any desired length. A dealer can, 
by writing direct to the company, and 
giving the name of his wholesaler, ob- 
tain a free sample—enough to try un- 
der one end of a small rug—and full 
information on this product. Behr-Man- 
ning Corp., Troy, New York. 
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HOW MANY HAMMERS 
HAS A FARMER? 


More than most carpenters... more than most plumb- 
ers, mechanics and other artisans. For practically 
every farmer does most of his construction and repair 
work himself and he buys the tools to do it. Not only 
hammers, but saws, planes, chisels, wire, nails, paint, 
brushes, a thousand and one things. 


Unlike the average city man whose occasional pur- 
chases are a tack hammer, cheap wrench, or screw 
driver, the farmer selects his tools with care, for they 
have strenuous work to perform. He knows quality. 
He is brand conscious, and is strongly influenced 
by advertising, especially when directed straight to 
him through his favorite farm magazine. 


Farmers are the big tool users. They represent 30% 
of the country’s population but a_ considerably 
greater percentage of hardware store sales. Farm 
Journal reaches 1,220,000 farmers of the type who 
keep their buildings and equipment in tip-top order. 


They read Farm Journal intently from cover to cover, 
for this old time favorite gives the farmer what no 
other magazine can give him ... 4-Day Printing, which 
means simply that Farm Journal is first in the field 
with the last word on fast moving current happenings 
of particular farm interest. 


Why should the hardware manufacturer expend so 
large a portion of his selling efforts and advertising 
funds to reach “the tack hammer market” when, 
through Farm Journal he can step right into this 
enormous and highly responsive hardware market... 
at less cost... with assurance of much greater returns? 


FARM JOURNAL 


Believed in for 59 years 





‘Viseote Lubricants 





This attractive counter display card 
holds a 2-lb. tube of Viscote lubricant 
for chassis and gear. The hermetically 
sealed tube enables the lubricant to re- 
main free from contamination for after 
a little has been used, the tube may be 
resealed with the cap. This method of 
packaging also enables the purchaser 
to obtain a greater assortment with his 
order. A pocket is provided in the 
back of the display card for the Viscote 
Lubricant Chek-Chart Lubrication 
guide, which permits the dealer to ac- 
curately prescribe the particular Vis- 
cote lubricant, which each farmer cus- 
tomer needs for his trucks and tractors. 
Also available are the Viscote Recom- 
mendation guide, which enables the 
dealer to prescribe the correct Vis- 
cote lubricant for each point of the 
farmer’s car and a consumer booklet, 
showing the advantage of longer ma- 
chinery life from proper lubrication. 
The Viscote System, 405 Butler, St., 
Cincinnati, Ohio. 


Wooster Brush Displays 





The 1937 Wooster 3-Point Merchan- 
dising System includes the Swinging 
Sampler, a Counter Sampler, and Vari- 
ety Venders, the latter being made up 
in seven different combinations. The 
No. 40 Swinging Sampler, shown, holds 
26 different kinds of the most popular 
_brushes in the Wooster line. Specially 
designed and patented clips, which hold 
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the brushes in place and also permit 
easy removal for inspection, are cov- 
ered with rubber to eliminate marring 
of the handles. The Wooster Brush 
Co., Wooster, Ohio. 





4 Plier Selling Unit 





The object of this Unit is to convert 
Bernard No. 102 Pliers from shelf 
hardware to sales hardware. This new 
display makes it possible to put the 
pliers, in units of four, on the counter. 
The Selling Unit contains two 5% in 
and two 6% in. No. 102 Bernard Pliers. 
The company states that buying these 
units entitles the wholesaler and dealer 
to an extra discount. The Wm. Scholl- 
horn Co., New Haven, Conn. 





**Real Solid’? Sauce Pots 





Equipped with modern flat dome cov- 
ers that are self basting and conserve 
storage space. The flat dome also pro- 
vides a warming space for small dishes 
during the cooking process and serving 
a meal. When covers are not in use, 
they also serve as an extra dish or uten- 
sil for peelings and scrap food. The 
pot itself is square bead spun to pre- 
vent crevices that catch dirt. Loop 
handles are of extra heavy steel. The 
Buckeye Aluminum Co., Wooster, Ohio. 





“Enterprise” Display 





As a special 70th anniversary offer, 
a handsome and colorful display case 
has been fashioned for the “Enter- 
prise” Chopper with Grater. Suitable 
for counter or display table, the case 
is cool, green and white, sets off the 
tinned finish of the Chopper with 
Grater, and attracts attention its way. 
An easel-back tilts the case at an angle, 
which invites inspection. The wording 
on the case is a complete sales mes- 
sage. The display comes free with the 
“Enterprise” sales units, Nos. 5 and 10. 
The former includes three No. 5 Meat- 
and-Food Chopper with Grater attach- 
ment and the latter, three No. 10 Meat- 
and-Food Choppers with Grater attach- 
ment. Included with each unit are 50 
illustrated folders. Dealers’ cost of the 
units are $7.28 and $11.44, respectively, 
and retail selling prices are $10.50 and 
$16.50, respectively: The Enterprise 
Mfg. Co. of Pa., Third and Dauphin 
Sts., Phila., Pa. 





Fruit Juice-King 








“National”—for extracting and 
straining fruit juices directly into a 
glass. Operates on principle of down- 
ward pressure, by turn of the handle. 
Has no complicated parts; no adjust- 
ments are necessary. Equipped with 
rubber feet to prevent slipping and 
marring of surfaces. Cup and strainer 
are of die-cast aluminum. Height, open, 
12 in.; closed, 8% in. Retail selling 
price, $1.98. Dealers’ discount, less than 
two doz., 33 1/3 per cent; two dozen 
or more, 40 per cent. National Die 
Casting Co., 600-608 North Albany 
Ave., Chicago, III. 
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Founded in 1& Atlas has specialized for more than six genera 
tions in the precision-manufacture of small hardware items. In 
stocking Atlas Products 


you reap the advantages of a fine old 


trade-name that always has stood for clean, efficient design 
perfect uniformity highest grade materials and workmanship 














Special 
Christmas 
Deal 
Family Size, 14% qt. capacity Junior Size with pan to match 
Retails at $1.25 Capacity 1 qt. 
Retails at $1.00 


FOLEY FOOD MILLS 


In Attractive GIFT BOXES 
COMPLETE LINE— 24,000 ITEMS A daily time saver in EVERY kitchen, here’s 


a practical Christmas gift any housewife or 
mother will enjoy. It mashes, strains, rices 
all vegetables and fruits with amazing speed. 
It purees foods for babies and diets. Attrac- 
tively packaged in Christmas gift box at no 
extra charge to dealer. 


A SENSATIONAL 
NEW SELLER 


8000 SOLD 


by 10 Stores in 
my, ee Months’ Test 
TACK CORPORATION ( cael Sells at $1.25 


FAIRHAVEN, MASSACHUSETTS, U.S.A 





























Packed 6 in attractive 
counter carton. 


FOLEY CAN OPENER 


Opens all cans—round, square, oval. In one quick, 
easy operation it lifts a can from boiling water with- 
out touching or burning hands—it holds can firmly 
while cutting a clean, smooth rim—it serves as han- 
dle to pour contents. Geared 2-to-1, it is easy to use. 
Also removes bottle caps. Guaranteed 5 years. 








Order through Jobbers or Write direct to us. 


ATTRACTIVE FLAT-GDUED PACKAGES FOLEY MANUFACTURING CO., 1 Main St. N. E., Minneapolis, Minn. 


Sales Agents Wanted in Certain Territories. Write us. 
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“Micky” Door Holder 


fis 
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Adaptable for light doors in homes, 
offices, and garages. Made in three 
colors and also in a brass plated finish 
to retail at 15c each. The three-color, 
pilfer-proof display card, shown, holds 
two each of American walnut, golden 
oak, kitchen green, and six brass 
plated. Grand Specialties Co., 3101-27 
W. Grand Ave., Chicago, III. 





Eagle Oiler Display 





This Tri-Color Handy Oiler assort- 
ment contains six pump oilers, two 
each in green, blue, and red. Retailing 
at 75c, they fit the hand neatly and 
have a pump mechanism, operated by 
a trigger action, which easily controls 
the flow of oil. The “Handy Oiler” will 
also be offered as an advertising me- 
dium with a firm’s name, address, and 
trademark. Eagle Mfg. Co., Wells- 
burgh, W. Va. 





Drip-Coffee-Maker 





This six-cup drip coffee maker has a 
one-piece welded spout bottom con- 
struction and is equipped with a Them- 
oplax handle, which is said not to burn 
or char. The insert portion is equipped 
with the Buckeye spreader, which is 
reversible for obtaining amounts of bev- 
erage. The cover fits both sections and 
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blends into the vessel itself. An at- 
tractive display unit is available free 
of charge with this Model 426. The 
Buckeye Aluminum Co., Wooster, Ohio. 


Lifetime’? Washer 





Has a non-rusting all-cast-aluminum 
dryer with Lovell balloon rolls and. au- 
tomatic drain board. Polished cast-alu- 
minum overhead agitator has firm but 
flexible hands, which are easy on 
clothes. Tub has an inverted non- 
splash rim. A patented clothes separa- 
tor prevents tangling and forces clothes 
into the paths of fastest water action. 
The % hp. motor is rubber mounted 
for silent, vibrationless operation and 
fitted with a quick-opening and quick- 
closing drain faucet. Legs have rubber 
casters and are equipped. with footlock 
to prevent crawling. Gear case has 
only five moving parts, fitted and sealed 
in a bath of oil. Washer is triple 
coated, baked on enamel, in cream and 
green, cream and maroon, or black and 
white. Zenith Machine Co., Duluth, 


Minn. 


Cory Coffee Brewer 





New “40” restaurant line of glass 
coffee brewers is being offered at a 
lower price. Heating element of this 
line is located in the upper deck, en- 
tirely away from the wiring and 
switches. The “40” line includes two, 
three, and four-banner models of 
streamlined design with the Cory Fast- 
Flo Filter, which controls time and tem- 
perature. Model 340, shown, is a 2-heat 
model with capacity for 100 cups per 
hour. Leaflet on the “40” line is avail- 
able. Glass Coffee Brewer Corp., 205 
W. Chicago Ave., Chicago, Ill. 


Scouring Device 


AGNTSCHAL 


SANITARY 
BRONZE BALL 





A new Bronze Ball is being offered 
as a companion item to the Gottschalk 
Metal Sponge. The Bronze Ball is de- 
signed to do hard scouring with the 
least possible effort. It is attractively 
packaged in a Cellophane bag and 
shipped two dozen to a colorful coun- 
ter display carton. Suggested retail 
selling price, 10c. Metal Sponge Sales 
Corp., Lehigh Ave. and Mascher St., 
Phila., Pa. 


Creamer, Sugar Bowl Set 





“Lady Baltimore” set is an attractive 
combination of modern chrome and 
waxed walnut. Both the creamer, with 
its non-drip spout, and the sugar bowl 
have the chrome Butler finish inside 
and high polish outside. The waxed 
walnut bases and tray handles are 
carved in serrations in harmonious mod- 
ern design. The Everedy Co., Freder- 
ick, Md. 


Canape Set 





Of chrome plate, which is clean and 
bright and washes easily with soap and 
water, this canape set consists of a 
server with a 24 pieces of assorted col- 
ors and a convenient sauce-well in the 
top of the server, and a sandwich tray. 
The Everedy Co., Frederick, Md. 
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FIDELITY 
FELT , 
TRACK 

BALLAST 


PROTECTS < 
IMPROVES 


7-color cut-out auuites to 
Zoarene to feature FIDEL- 

TY FELT ROADBED FOR 
MODE L RAILROADS. Re- 
tails at 35c and 50c for 
6-ft. length. An all-the- 
year seller, with special 
holiday appeal, 


FIDELITY FELT “‘BALLAST”’’ 
An Ideal Roadbed§ for Model Railroads 


S MODERN as a streamlined locomotive. Neat, clean, practical. 

Muffles the sound of the cars. Makes toy railroads ''as quiet 

as a mouse'—'"'the night before" or any other night or day. Has 

instant appeal to boys, girls or parents. Sells all the year round and 
an especially good holiday seller. 


Made of good quality grey felt, put up in 6-foot lengths in attractive 
cardboard sleeves. Two widths and thicknesses: 2!/,-in. wide by !/,-in. 
thick for ""O"' Gauge tracks, retailing at 35¢ for 6-foot length; 3!/2-in. 
wide by 3-in. thick for 'Standard'' Gauge tracks, retailing at 50¢ 


° 
for 6-ft. strip. This 7-color cut-out 
features the FIDEL- 
ITY FELT CHRIST- 
MAS TREE MAT. 
another product of 


Striking counter-card in seven colors sent with first order; Sure. 4 Holiday Item 


of excellent selling 


also attractive folders for consumer distribution. Send for force. Retails at $2. 


folder and trade discount. 


Send for descriptive 
folder and trade dis- 
count. 


FIDELITY FELT COMPANY 


Die-Cut Felt Specialists 
FRONT & VENANGO STS., PHILADELPHIA, PA. 


Look on page 234, Hardware Age DIRECTORY NUMBER, August 27 KEEPS CARPETS AND FLOORS let 
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Sober Second Thought 


(Continued from page 31) 


drug people were especially 
active. As a matter of fact, the 
original Patman bill was written 
by a lawyer employed by the food 
industry—a Mr. Teagarden. Now, 
what an opportunity there was 
here for the hardware trade to 
have called a few manufacturers 
to testify before this committee in 
regard to well-known cut prices 
that have for a number of years 
past been a thorn in the side of 
hardware jobbers and retailers. 
But not a single hardware manu- 
facturer was called to testify. 
What an opportunity was lost by 
the hardware trade to get definite 
information on how a number of 
important lines of goods were 
being sold tq the chain stores! 


* * * 


J. George Frederick, in the Sep- 
tember Readers Digest, has writ- 
ten a most interesting article on 
the sale of low priced goods. He 
takes as his thesis the fact that 
the average income of a family in 
the United States today is between 
$1,800 and $2,000 per annum. If 
this is true, he writes, and accord- 
ing to dependable records it is 
true, after the average householder 
in this country has paid for the 
necessities of life, such as rent, 
food and clothing, there is not 
much left to buy other things. 
Aren’t many manufacturers and 
other dealers attempting to sell 
very high-priced goods and los- 
ing money in this attempt, simply 
because a large mass market does 
not exist for such high-priced 
goods? 

A very striking example of this 
situation has occurred in the arms 
and ammunition line. On account 
of certain competition that existed 
between the manufacturers on .22 
rifles, prices on these rifles were 
reduced until a first-class, depend- 
able, accurate .22 rifle could be 
bought at retail for about $5.00. 
In order to give the jobber and 
retailer a fair profit, the manu- 
facturers have put out these rifles 
at cost or less. As a result there 
was an enormous increase in the 
sale of .22 rifles. But a curious 
fact has developed that was not 
counted upon by anybody, even 
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in the ammunition business. The 
sales of .22 cartridges in the past 
year have almost doubled. The 
situation is just like safety razors 
and safety razor blades. Razors 
sold at less than cost because of 
the profit made on blades. This 
is an interesting development. It 
should give a number of manu- 
facturers and distributors food for 
thought. 
* * * 

I can remember in 1929 when 
prices went up and up. Business 
was booming. Stocks were ad- 
vancing. All the financial writers 
were telling us we were in a new 
era. But beneath it all some of 
us had a feeling that the situation 
was artificial. We did not feel 
secure. Those who were wise 
listened to the still small voice 
from the inside and sold out. 
Those who were still wiser went 
to Europe or started on a trip 
around the world. They stayed 
out. Those who were not quite so 
wise, after a moderate reaction 
bought back again. Most of the 
money that was lost was lost by 
those who sold out but bought 
back again after one or two re- 


actions. 
* * * 


Now all the reports we are re- 
ceiving indicate an improved 
volume of business. The general 
hardware business, manufactur- 
ing, jobbing and retailing, is much 
better, considerably better than 
last year and a great deal better 
than 1932, but, of course, 1932 
was bottom. Corporation state- 
ments in most instances are show- 
ing splendid increases in both 
sales and profits. As a country we 
are congratulating ourselves that 
we have come out of the depres- 
sion. Well, I wonder! 

Of course, interest rates are 
very low. Money is plentiful. 
However, the banks, even with 
their vaults full of money, are 
carefully checking up on collat- 
eral. If you have gilt-edged col- 
lateral you can borrow all the 
money you wish at a very low 
rate of interest, but just offer 
some collateral that is not so good 
and see how your banker will 





wrinkle his forehead. Is the pros- 


perity we are having at present 
sound, or is there something arti- 
ficial about it? 

* * * 


Some of my young relatives 
and friends who were veterans of 
the World War received their 
bonus bonds. Some kept the 
bonds, but others promptly turned 
them into cash. One of my rela- 
tives took a much needed, but 
delightful, vacation that used up 
most of his bonus. Another 
bought a car. A_ hardworking 
colored woman who is employed 
as a cook during the day, also 
rents out rooms to boarders at 
night. She does double work, but 
nevertheless seems healthy and 
cheerful. Her husband is a Pull- 
man porter. He got his bonus of 
about $500 and announced to her 
that at last he could afford to 
buy an automobile. “No, honey,” 
she replied, “no automobile for 
you to go chasing around the 
country with, buying gasoline for 
the benefit of the Rockefellers. 
That bonus money of yours goes 
right into my banking account.” 
So one veteran who helped con- 
quer the enemy met defeat in civil 
war. 

Financial experts advise us that 
the government is still sound. It 
is actually better off than it was 
at this time last year. It can still 
compel the banks to buy bonds. 
That seems to be the touchy point 
in the situation. As long as the 
government’s credit is good, 
everything is lovely, but suppose 
some of these days after all this 
spending and these deficits, the 
bankers just refuse to buy these 
bonds. Suppose the people lose 
confidence. Suppose they start 
hoarding again. It is not pleasant 
to think just what might happen. 


* * * 


The whole point is, are we in 
a period of inflation or not? A 
good many conservative financiers 
think we are pretty well inflated 
already, but maybe not. Maybe 
the inflation has hardly started. 
Other financiers predict that there 
will be a steady price advance 
up until 1940. 

Now here is the nub of the mat- 
ter. There are two factors in siz- 
ing up the financial situation of 
the government. One is the actual 
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Fixtures 
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SEES CUSTOMER WALK OUT SHAKING HER HEAD- 
QUESTIONS SALESMAN 














New R-H-C Metal Disyalay Fix- 
ture Catalog. Shows hundreds 
of 4tote display pixtures ous 


Refer to the new R-H-C Metal Display 
Fixture Catalog—pages full of ideas .. . 
containing detailed illustrations of R-H-C 


Displays in practical use. 


If you haven’t already received your copy 
of this handy book, write for it without 


delay—so that you may be sure of receiv- 


ing it promptly! 






REFLECTOR HARDWARE 
PORPORATION 


WESTERN AVENUE at eend PLACE. . . 


New York 











CHICAGO 


Mauarbridge Eldg . 1326 Broadway 
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SURPRISED TO LEARN HE'S PRACTICALLY OUT OF 
BISSELLS —-MODELS MISSING—LOSING SALES 








RUSHES ORDER FOR FRESH STOCK. DECIDES TO 
MOVE BISSELL DISPLAY STAND TO STRATEGIC LOCATION 








LATER, BEAMS AS CLERK AGAIN REPORTS THINNING 
STOCK, RESOLVES TO KEEP CLOSER WATCH ON BISSELLS 





High turnover is normal turnover for Bissell. Dealers 
have turned their Bissell stocks as high as 4 times in one 
month. That, plus the fact that Bissell’s original mark-up 
is fully maintained, makes Bissell a feature in the best 
managed stores. Write today for the complete Bissell story. 


BISSELL CARPET SWEEPER COMPANY 
Grand Rapids, Mich. 





















DON’T STOP WITH 
THE “REGULARS” 
se 


on 
(HE “regular” buyers of 
Dietz Lanterns in your com- 
munity purchase only a part 
of the lanterns you can sell. 


If you wish to prove this 
statement, question a few 
customers who have never 
bought lanterns. Nine out of 
ten will tell you of some oc- 
casion when lights failed and 
they were without any other 
lighting facilities. 


Dietz Lanterns do not cost 
much as safe, sure lighting 
insurance for emergencies. 
Point this out. It's a good 
place to look for some extra 
profit. 




















6 FW - y ia ae 1. ee, 4's 


MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1840 


Output Distributed Through the Jobbing Trade Exclusively. We 
Do Not Sell Chain Stores, Catalog Houses or Syndicate Buyers. 











BEST EQUIPMENT YOU 
CAN SELL FOR THOSE FALL 
GLAZING JOBS 

















They'll Get 
This Point— 


That here is the finest 
way to buy a home 
supply of Glaziers 
Points, with Driver. 


There’s also a 
better than 
usual profit on 


these goods. 






Rev DEVIL 024 Glass Cutters, when shown on this Easel 
Display, sell themselves. You can also get them in the older box 
packing. Take a corner of your show window and display glass and 
glazing supplies. Now Is The Time. 


LANDON P. SMITH, INC., IRVINGTON, N. J., U.S. A. 
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facts, and the other is the ques- 
tion of timing. Everybody who 
reads reports knows when stocks 
are high and when they are low, 
but the great problem is to know 
when, the element of time, to buy 
stocks or to sell stocks. The 
knowledge of the right time is of 
more importance than the knowl- 
edge of the price of the stocks. 

In the financial condition of the 
country today we find this ele- 
ment of timing. We all know, for 
various reasons, that the enor- 
mous spending cannot be shut off 
immediately. We all know, for 
various reasons, that the number 
of government employees cannot - 
immediately be reduced. After all, 
under present conditions, if they 
were reduced it would mean still 
more unemployment. So the whole 
question boils down to how 
long this spending and borrow- 
ing on the part of the government 
can continue. We can be pessi- 
mists or we can be optimists. If 
we are pessimistically inclined, 
we do not like the outlook. We 
do not like what is happening. If 
an individual were to act the way 
the government is acting, we would 
expect that individual soon to 
come to grief. On the other hand, 
if we wish to look at the situation 
optimistically, we can say the 
government is entirely different 
from an individual. We would 
say the only way out of the present 
situation is to spend our way out. 

Then, if times continue to be 
good, incomes and profits will in- 
crease and as a result of this in- 
crease, the government income 
from taxation will increase and 
with this increased income, the 
government debts can be reduced 
and possibly along in 1939 or 
1940 we can actually see our way 
to balance the budget. 

But somehow, waiting two or 
three years to balance the budget 
seems a long time. So many 
things can happen in two or three 
years. A European war, for in- 
stance, is generally predicted by 
the experts within two years. By 
that time both England and Ger- 
many will have sufficiently in- 
creased their war strength to feel 
that they can safely go to war. 
There is no doubt in the world 
that England backed out and 
ordered her ships home in the re- 
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cent Italian fracas because she 
did- not feel she was quite pre- 
pared for war. Nor does Ger- 
many think she is prepared. In 
the meantime Mussolini announces 
to the world that Italy is in fine 
shape to fight. But poor France! 
She does not seem able to have 
any fixed policy. 

However, one cheering note in 
all this is that prominent return- 
ing travelers from Europe state 
that the war talk in Europe is 
very much less emphatic than the 
war talk here in the United States. 

* + ” 

In 1937 the round figures of re- 
ceipts and expenditures by the 
government should be about as 
follows: 

Receipts, mainly from taxes 5.7 billions 
Expenditures of all kinds. . .7.7 billions 
Budget deficit, showing the 

government in red.......2.0 billions 
Add 500 millions more for 

new relief and drought 

not in budget now but 

sure to be voted next Feb- 

ruary. 





Thus real deficit will be 
about . a 2.5 billions 
New borrowings are certain to be Be safe, don’t just “play safe.” Display and sell 


about 1.3 billions. Therefore, the 


public debt next June will be in Cross Sterilized Tacks and you'll be safe. Your cus- 

the neighborhood of 35 billions. tomers are bound to like ’em and like you for sell- 
These figures are somewhat ‘ h 

staggering. What definite plans ing them. ; 

are being worked out for taking We know! We’ve been at it since 1869—making 

Oe 5 Te ae ee good American tacks—CROSS Tacks. They’re uni- 

stated above, the question is one ; : : 

of timing. Will the government form — full weight — with sharp points and round 

get busy in time to stop the spend- heads that stay on—Sterilized and blued in high heat 

ing, reduce the debts, and estab- 7 é 

lish a working budget while the furnaces. Every Cross Tack is up to standard—the 

country still has confidence in the highest standards in the manufacture of Tacks. 


government’s ability to do these , 
things? It is very pleasant for These are good reasons for your customers using 


those of us who hold good stocks Cross Sterilized Tacks and good reasons for you to 
and bonds to see them increase in 


price. Bonds today, on account sell them. 
of low money rates and a plethora 
of money seeking investment, do UPHOLSTERERS * CARPET * CARPET LAYING + COPPER 
seem exceedingly high. It is hard WEBBING « GIMP + HIDE * LACE + WIRE CLOTH STAPLES 
to see how these bonds can go BILL POSTERS * DOUBLE POINTED * CLOUT NAILS 
much higher. Should bonds be tees 

. in 
sold and the returns placed in PF ooh Ey 
good in ‘ustrial stocks at present RED—BLACK—WHITE 


prices’ ‘hat is the problem, and 

the entire problem hinges on what 

the government is going to do, 74 4 

and when the government is go- * | | £ eyre 


ing to do it, in the f clean- 
iB 10 Gos en ne Way 08 eran YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 


ing house and getting our govern- 
mental financial affairs at least 


started in the direction of improv- W.W.CROSS & CO. INC. EAST JAFFR EY, N. H. 


ing the present financial situation. 
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The world has long wanted a 
dependable motor-warming de- 
vice for cold weather. Here it 
is—the Bunsen-Davy Motor 
Heater, for unheated garages or 
outdoors. Ends hard starting, 
damage from freezing and wear 
on storage battery and engine. 


Guaranteed safe, too. Fully ap- 
proved by Fire Marshals. Does 
not affect insurance on car or 
garage. Kerosene or coal oil 
Bunsen flame is protected by a 
Davy screen, like the one in 
miners’ lamps. And, the Bunsen- 
Davy heater operates in zero 
weather for 2 cents per day] 

You can sell them fast—and 
profitably. Get the details now] 


Manufactured by 


BRIDGEPORT THERMOSTAT CO., Inc. 
BRIDGEPORT, CONN. 


Sales Department 


LION CHAIN CO., Inc. 


1301 SOUTH CLINTON ST. 
CHICAGO 


BUNSEN-DAVY 


MOTORHEATER 


N ZERO WEATHER 
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The newly arranged paint department of the San Diego Hardware Co. 


San Diego Hardware Co. 
Doubles Paint Sales 


AINT business in the San 
Pree Hardware Co. has 
just doubled this spring as 
a direct result of a sincere effort 
being made by the store manage- 
ment to get this profitable trade. 

Two important moves had a 
direct bearing on the important 
paint situation. 

First an experienced paint man 
was added to the store’s selling 
staff. A man was selected who 
knew the paint business from be- 
ginning to end and who had an 
active worthwhile acquaintance 
with the master painters in the 
city and nearby territory. 

A method of putting in the 
mornings doing outside selling 
among the large users of paint 
and staying in the store after- 
noons has worked out very ad- 
vantageously. 

Painters appreciated the contact 
with a man well versed in the 
problems of their trade and one 
who talked their language. Trade 
naturally gravitated to the store 
as a direct result of this personal 
touch method. Painters have come 
to look on the San Diego Hard- 
ware Co. as a good source of 
supplies they need in addition to 
just paints, oil and brushes. 

Then by having a_ practical 


paint man in the house, a bid 
was made for the home owners’ 
trade. A window full of paint, 
oil, varnish, brushes, putty, etc., 
was trimmed around a center sign 
reading, “Now—Paint Your Home 
Two Coats for only $18.36. This 
offer includes: 

5 gals. House Paint 

2 qts. Paint Trim 

1 qt. Screen Enamel 

1 gal. Raw Oil 

1% gal. Turpentine 

1 Ib. Can Putty 

San Diego Hardware Co. 

While no one bought that ex- 
act amount of paint, the window 
display was a good one in that 
it caused the passersby to stop 
and read, and to remember the 
store as a paint headquarters, 
says Wadham Gazlay. 

The other point used to bring 
paint to the fore was to move 
the department. For some time 
paint had been displayed just 
inside one of the front doors. 
Ordinarily this would be con- 
sidered a number one spot. Mov- 
ing it to the rear center where, 
in a massed display, it could be 
flanked by related specialties, and 
distinctly visible all over the 
large store, proved to be the next 
right step. No one can possibly 
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SUCCESS IN SANDER RENTALS 
BEGINS WITH THE MACHINE 


Dreadnaught 


is the One Sander that stands the gaff of public service 


Look first to the machine to establish an outstandingly successful sander rental busi- 
ness. 5000 progressive dealers, who are averaging $400 per machine in rental profits 
annually, say that the DREADNAUGHT tops them all . . . in dependability and 
efficiency. 


THE MACHINE THE PUBLIC TAKES TO. DREADNAUGHT, with its trim, compact, 
lightweight design, automatically appeals to the public. It looks easy to use. It is easy to use. 
Sandpaper is changed in a jiffy. Plugs into any light socket. And it gives amazing coverage in 
less time with less effort. 

BACKED BY THE TIME-TESTED DREADNAUGHT 


RENTAL PLAN THAT ASSURES STEADY PROFITS 
The DREADNAUGHT Sander, with all its advantages in operation, appearance, 
and durability, is backed by a plan that is guaranteed to produce business right from 
the start. Carefully developed, thoroughly tested over a period of more than five 
years. It’s a sure-fire plan, endorsed by every dealer who has tried it. 


























GET THE FACTS ON THE DREADNAUGHT SANDER AND THE DREAD- 
NAUGHT RENTAL PLAN. Follow the SURE path of rental profits. Write for 
full particulars. 


CLARKE SANDING MACHINE CO., Dept. HA 936, Muskegon, Mich. 


5000 DEALERS ENDORSE DREADNAUGHT 


COU 


AS THE MOST DEPENDABLE OF ALL RENTAL SANDERS 


Easily Portable 
Weighs Only 
46 Ibs. 







Sheeler Comes kirst fT Ablaaia eo | 


Since 1879, the independent dealer has been first 
in the sales scheme of Alabastine Company. 
Today, as for fifty-seven years, the line is mer- 
chandised only through such retail outlets, with 
no part sold through mail order or chain stores 
or stores factory owned or financed. But pro- 
tected territory is only one of many reasons for 
the current year’s success of the new, modern 
Alabastine Oil Paint line, as expressed by so 
many dealers throughout the country. 


The 1937 program is under way, with com- 
pleteness of line concentrated in quick-selling 
items; with public acceptance of Alabastine 
Oil Paint products an assured thing; with a 
sales-cooperation plan geared to local point-of- 
sale conditions. Write now for details of the \tne aswel 
program that is deliberately designed to create § Hor i 
new oil paint sales records for those indepen- J] OUSE 
dent dealers looking for bigger opportunity. d 


Alabastine Company, Grand Rapids, Mich. 


ALABASTINE OIL PAINT PRODUCTS 
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WIRE CLOTH 


A perfect screen 
cloth for those who want the best. 


@ RUSTLESS 
Not affected by any weather con- 
dition, salt air, acid or gases. 


@ GREAT STRENGTH AND DURABILITY 
Being made of special alloy of 90% 
copper and 10% zinc. 


@ ENDURING BEAUTY 
Either bright or antique finish. Covered 
with a coat of transparent varnish. 


Bronze Cloth is packaged in handy indi- 
vidual cartons—all widths from 18 to 42 
inches—14-mesh, 16-mesh and 18-mesh. 


ORDER FROM YOUR JOBBER... 









WIRE 

WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 
WIRE NAILS 


WICKWIRE 





BROTHERS 


COR Tie 
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go into the San Diego Hardware 
Co. store without seeing this fine 
display of paints and paint ma- 
terials. 

San Diego has a large retired 
population which is very much 
given to “puttering around” the 
attractive homes, so selling paint 
in an intelligent manner brings 
many home owners to the store 
for other things they need. 

Tools are generally considered 
very closely related to paint, and 
it is easy to see where a man who 
is interested in one would be a 
good prospect for the other. As 


the San Diego Hardware Co. has 
two good display windows on 
either side of their two store en- 
trances, it has been found ad- 
visable to keep a good showing 
of tools in the window opposite 
to the paint display. 

Men who have retired from 
business, together with active pro- 
fessional men are first class 
prospects for tools, even power 
tools. Giving tool catalogues to 
paint customers has been a fine 
way to further interest these peo- 
ple thereby getting more business 
for the store. 





Better Ad Layouts 


(Continued from page 35) 


cal pattern of such magnitude will 
be more difficult to compose than 
the more simple designs. 


Not Too Much Copy 


However, many large advertise- 
ments would gain much in force 
and selling power if the adver- 
tiser refrained from jamming 
them full of copy. Many ad- 
vertisers seem to have the impres- 
sion that attention-getting value 
consists simply of a host of illus- 
trations plus screaming black 
headings, and obtrusive borders. 
Even were this true, which it is 
not, the necessity for such lavish 
displays disappears when a full 
page is used, as there is no com- 
petition from other advertise- 
ments. A properly designed lay- 
out, well balanced, preferably 
illustrated and with generous use 
of white space, is likely to be quite 
as effective as would another ad- 
vertisement of the same size which 
contained everything from the 
electric sign to the kitchen stove. 

There can be no rule to tell 
the advertiser the proper space 
to be used. Naturally, the ad- 
vertising budget will exert its 
influence here. But, aside from 
the cost, the best advice that can 
be given is to use enough space 
to secure a well designed adver- 
tisement that completely tells the 
story. If the story can adequately 
be displayed and told in a two- 


column ten-inch advertisement, 
larger space would be sheer 
waste. On the other hand, if the 


story is such that the use of a 
two-column ten-inch advertisement 
results in a crowded, unattractive 
appearance, most certainly the 
advertiser should use more space 
to present his message to the 
readers. 

In these articles there has been 
nothing said about borders around 
the advertisement, or type rules 
within the copy space. As for 
the borders, the safest advice that 
can be given is to avoid the lavish, 
over-ornamented border. There is, 
in fact, a distinct trend in modern 
advertising to avoid borders en- 
tirely or to limit them to 2-point 
or 3-point rules, the idea being 
to use borders merely for the 
purpose of separating one adver- 
tisement from its competitor, and 
to depend upon the layout as a 
whole for attention-getting value. 
And it is a fact that the well laid 
out advertisement rarely needs the 
doubtful assistance of borders, 
but is usually more effective 
without them. 


Lines Within the 
Advertisement 


The employment of type rules 
within the advertisement itself, 
however, is a practice that often 
aids materially in effective dis- 
play. Frequently there are times 
when the use of bold vertical 
lines, curves, circles, horizontals 
and diagonals may be employed 
with telling force. As to where 
to place such lines within the 
advertising space, little can be 
said here. The subject, unfortu- 
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695 Forged Iron — Dead Black 
696—Wrought Brass—Polished or $3.25 Retail—Relieved Iron 50 
English Antique $5.95 Retail. Retail. aries 


THE NEW 
McKINNEY FAMILY 
of MAIL BOXES 


McKinney now makes available to you a complete new 
line of Mail Boxes. Attractively designed—attractively 
priced ...from the Wrought Brass Box at $5.95 (Retail) 
to the Wrought Steel Box at 59¢ (Retail). 








WORTHINGTON’S Toy LINE 


© COMPLETE-One of the most 
complete toy stocks ever assem- 
bled. The cream of the toy market 
carefully selected to simplify your 
buying problem. 


e NEW -AIll new 1936 stock, no 
“carry-overs, your guarantee that 
every item will have the added in- 
terest of freshness and novelty. 


“e PROFITABLE-By placing | 
more emphasis on the better grade re 
° $2.25 Retail—Relieved Iron $2.50 693 — Wrought Steel—Dull Japan 
toys, we permit you to make a Retail. $1.50 Retail. 
more satisfactory margin of profit, | 
and at the same time, meet the in- 
creasing demand for better 


quality merchandise. 


Ask Our Salesman or Write Us For 
Full Information 


Dull Japan or Sprayed 


1829° F cotton 1936° lew 


"MODERN DISTRIBUTION FOR MODERN NEEDS" if 











McKINNEY 


MANUFACTURING COMPANY 
PITTSBURGH, PA. 


District Offices: 
New York Chicago San Francisco 





692—-Wrought Steel— 
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A great sales 
and 
= profit-maker 
MAIL CO fo} mre) 7 -\ 4 


MARTIN 


SENOUR 


QUALITY PAINTS 
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SKULL 
WORK 


That Means 


SALES 





Behind the Martin-Senour line is 
the finest of modern laboratory 
skill and equipment—the most 
modern producing and testing 
machinery—the best of mate- 
rials—and a 50-year reputa- 
tion for quality. 

But in addition Martin-Senour 
gives you the Skull Work of 
smart paint merchandising men 
—men with ideas that move 
paint in today’s market. It is 
this merchandising Skull Work 
plus the matchless quality and 
reputation of the Martin-Senour 
line that makes sales and profits 
for you. 


Mail the coupon. Get the 
Martin-Senour Money-Making 
Plans for retailers, now. 


The MARTIN-SENOUR Co., Chicago, Ill. 





Your Own 
Newspaper 


The MARTIN-SENOUR Co. 36 
2513 Quarry St., Chicago, Ill. 


Please send details of your money-making 
Retail Selling Plans. 


Name..... 
Pe ere 


(PPT errr. 





nately, is a complicated one, and 
cannot be thoroughly dealt with 
in a short article of this nature, 
while an abbreviated discussion 
would only result in confusion. 
Certainly the advertiser should be 
sparing in the use of such display 
elements, for this is emphatically 
a case of where a little goes a 
long way. However, the psycho- 
logical effect of such devices upon 
the reader’s mind may be briefly 
portrayed. Horizontal lines are 
placid: even when rules as heavy 
as 12 point are employed, they 
still have little effect other than 
that of quietness and placidity. 
Rarely should a horizontal line 
be used alone as a display ele- 
ment. 

Vertical lines chiefly express 
dignity, and usually find their 
most effective employment when 
combined with horizontals. The 
danger of the vertical line is that, 
unless caution is exercised, it may 
split the advertisement in two. 


Diagonal Lines 


Diagonal lines are imbued with 
force and vigor: they streak 
across the advertisement like a 
flash of lightning and carry the 
eye along with them. Their speed, 
however, while placing in the ad- 
vertiser’s hands a weapon of 
great power, presents a genuine 
peril. The reader’s eye may be 
carried completely out of the ad- 
vertisement, never to return. The 
best method of preventing this 
unfortunate result is to cross the 
diagonal with another line, pref- 
erably at right angles. The eye, 
reaching the crossing point, will 
stop, and if the second line leads 
into an important heading or text 
block, not only will the danger 
be averted, but a highly effective 
result secured. In no case should 
a diagonal line extend to the 
border of the advertisement, nor 
should it be permitted to bisect 
the advertising space. 

Curves have much the same 
effect as the diagonals, except 
that they lack the latter’s dynamic 
speed. Being less forceful, they 
are less dangerous to use. They 
may be employed with telling 
effect to lead the eye from one 
part of an advertisement to an- 
other. 





Complete circles within an ad- 
vertisement represent the most 
powerful of all eye arresters. A 
circle upon a newspaper or maga- 
zine page will invariably attract 
the eye instantly, and, because it 
is unbroken, will succeed in hold- 
ing the glance sufficiently long to 
permit the assimilation of a brief 
selling message. 

Large segments of a circle may 
have much the same effect, and, 
if the segment includes as much 
as half or more of a complete 
circle, the breaks occurring flush 
with the borders of the advertise- 
ment, the curious effect results 
of making the advertisement seem 
larger than it actually is. While 
the broken circle extending to the 
border naturally leads the eye 
out of the copy space into ad- 
joining columns, the eye will 
quickly return to the other break, 
thus completing the circle and 
giving the impression of larger 
space. 

But the use of such display 
elements is a study by itself, and 
their use often results in increased 
advertising cost because publish- 
ers seldom have type rules in 
stock to meet the demands of ad- 
vertisers employing circles, curves, 
and so on. In fact, such special 
forms are not manufactured. 
Necessarily then, the advertiser 
is confronted with the extra cost 
of art work and cuts. 


Limitless Possibilities 


The advertiser who will use 
the geometrical system of layout . 
design will find that the limitless 
display possibilities inherent in 
the method will suffice him for 
all practical purposes. Further, 
after he has used the system for 
a time, he will discover that un- 
consciously he has acquired the 
same instinctive understanding of 
the principles of effective layout 
possessed by professional adver- 
tising men, and he will be in a 
position to discard the geometri- 
cal designs and strike out for 
himself with the assurance that 
uniformly successful layouts will 
reward his efforts—layouts that 
will continue to sell more of his 
merchandise or service. 


(All rights reserved) 
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MORE HAMMER 
BUSINESS— 


HE CHENEY NAILER — THE 

HAMMER THAT HOLDS THE 
NAIL — LEADS THE WAY TO 
MORE HAMMER BUSINESS. 


In every hardware store where Cheney Nailers 
are displayed, sales follow immediately. The 
exclusive, patented Cheney nail holding feature, 
demonstrated in a very practical way by the 
Cheney Sales Maker display, brings home how 
useful the device can be in every day use. Order 
a carton of Cheney Nailers today and ask for 
the friendly demonstrator-display, the Cheney 
Sales Maker. You'll be surprised how it will 
attract your customers and the business it will 
bring you. 





A FULL LINE OF HAMMERS 


HENRY CHENEY HAMMER CORP. 


Factory 
LITTLE FALLS, N. Y. 


302 Broadway Sales Office = New York, N. Y. 

















They Hold The People’s Confidence 


Union Hardware Roller Skates have won the confidence 
of people everywhere. Known for 80 years their sustained 
quality holds their confidence. The complete satisfaction 
these popular roller skates give makes “UNION” a 
preferred line. 





On all Ball-Bearing Models a formed steel loop protects 
the straps and prevents their cutting or pulling out. The 
widespread demand for 


Boys and 
Girls 








Ball-Bearing 


UNION HARDWARE Extension ROLLER SKATES 


makes them exceptionally popular with both Jobbers and 
Retailers. The listings in 70 Hardware Jobbers Catalogs 
show that 64 Jobbers carry this nationally known brand— 
33 Jobbers handle Union Hardware Roller Skates exclu- 
sively. Obviously the skates most in demand are the most 








profitable to sell. 


Made in EERE ESS AE Send for 

8 Popular New Catalog 
No. 130 Ball-Bearing aw EWE Ge Ew No. 15—It 
No 130 L Models TORRINGTO RPRIKa Shows Full Line 





For Women 
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THE ALPHABET FLEET 














© THIS IMPORTANT new 
line of Pull Toy Boats sells on 
sight. For these are toys that 
COMMAND attention. Sturdily 
constructed and gaily enam- 
elled in harmless colors, they 
invite and stand up through 
hours and hours of rough and 
tumble fun. Added to this, 
each carries a cargo of the best 
embossed asc Blocks you can 
buy—blocks that are in staple 
demand wherever toys are 


sold. 


It’s a combination that can’t be 
beat, so hop aboard The Alpha- 
bet Fleet . . . Now for quick, 
easy profits. Sound merchan- 
dise, these boats retail for 254, 
50¢, $1.00 and $2.50. 


Ask FOR our 
new catalogue. 
It?s full of items 
you can sell, 






- 


“ALBANY.N.Y. 


NEW YORK OFFICE and DISPLAY 
200 FIFTH AVENUE—ROOM 440 
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The Bicycle Industry is Growing 


(Continued from page 51) 


to put the front end of your 
hardware store in proper bicycle 
shape or are you going to sit 


and watch the other fellow coast 
into this profitable field and 
then pedal past you? 





What Cycle Industry Leaders Say About 
Bicycle Rentals 


With his many years of ex- 
perience in the bicycle business 
A. J. Musselman, president, The 
Musselman Hub-Brake Co., Cleve- 
land, Ohio, states that close to 
50 per cent of the renters are led 
to buy bicycles from having first 
rented them and that, “Way back 
in the 90’s the same thing oc- 
curred. A renting agency would 
open up and do a land-office busi- 
ness to start with. The renters 
would gradually begin buying 
bicycles themselves, either from 
the rental agency or from others, 
and the rental business would suf- 
fer. Three years.ago I made an 
experiment in Silver Lake, Ohio, 
on this very subject. I bought 
thirty bicycles, hired a man to 
run the business. and during the 
summer many of the renters be- 
came so interested that they 
bought bicycles. Late in the sea- 
son, we told renters if they de- 
sired to continue riding we would 
sell them the bicycles. In closing 
up the agency in the fall, we sold 
every bicvcle we, had to season 
customers.” 

“We doubt very much whether 
the bicycle rental business ever 
injures the sale of new machines,” 
says W. C. Shea, advertising man- 
aver, The Colson Corp., Elyria, 
Ohio. “On the contrary, we feel 
that, if anything, it has helped 
promote the sale of bicycles. 
There probably are some excep- 
tional cases where the establishing 
of a rental agency has affected 
the sales of an established dealer. 
However, we do not believe this 
is the general rule because we 
know of a good many cases where 
bicycle dealers are in the rental 
business.” 

H. M. Huffman, president, The 
Huffman Mfg. Co., Dayton, Ohio, 


expresses the opinion that, “Es- 


tablishment of bicycle rental 
agencies has led to increased 
sales of bicycles because after 
people ride the rental machines 
and find the beneficial effect of 
this exercise a large number pur- 
chase bicycles of their own.” 

“T cannot see,” says Frank I. 
Clark, sales manager, Iver John- 
son’s Arms & Cycle Works, 
Fitchburg, Mass., “how the renting 
of bicycles is going to particu- 
larly hurt the regular bicycle 
agent. Most of these agents sell 
wheels on time and have a very 
good argument when they point 
out that the first payment on a 
new bicycle wouldn’t be very 
much more than the cost of the 
first few days of rental. I think 
that renting a bicycle is very 
much like renting a house. By 
making a cash payment and then 
so much a month until the house 
is paid for really shows wisdom 
compared with a person who con- 
tinues to rent. Over a period of 
time the house bought on the in- 
stalment plan will be paid for, 
whereas the person who continues 
to pay rent has nothing to show 
for it. I think the same applies 
to a bicycle and any wise dealer 
could very easily stress this point 
and capitalize on the fact that it 
is cheaper to buy a bicycle than 
it would be to rent one.” 

W. G. Fisher, sales manager. 
Ingo-Bike Division, Ingersoll Steel 
& Disc Co., Chicago, IIl., says 
“So far as Ingo-Bikes are con- 
cerned, due to the necessity for 
teaching people ‘How to Ride.’ 
stations are absolutely a stepping 
stone to individual sales. In re- 
gard to bicycles my viewpoint is 
purely from an objective posi- 
tion inasmuch as we do not 
manufacture bicycles. As an un- 
biased investigator I have come 
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Strap and 
Tee Hinges 


Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 


Satety Hasps 


Hinge Hasps 


Dyeye) am @ Htateliae 


Garage 


lertaehiriiae 


Corner Braces 
ortega Bolts 
‘@ulnts 
Window Sets 
Back Flaps 
Chest Hinges 


No. 840 


Screen Door 


No. 131 Hardware 


RIFFIN 


¢ nufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS: 
NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 












Corner Irons | 
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Beware of substitutes 
for Genuine Griswold 


“AMERICAN DAMPERS” 





Only America’s fastest selling 
Damper gives you all these 


10 FEATURES 


ing due to improved pack- 
aging of all sizes. 
Contents of carton sten- 
ciled on both ends. 


1 Separate nickel-steel coil 
handle that stays cool. 


2 Nickel-steel ferrule, en- 7 
closing spring to protect 


handle from heat. 8 Carton opens at both ends, 
Special-steel spindle easily no shavings or straw muss. 
pierces any stove pipe. 9 Most complete line of 


dampers. Regular size 3” 
to 7”. Furnace, from 8” to 
18”. Qval from 4” to 8”. 

Made and guaranteed by 
The Griswold Manufactur- 
ing Company of Erie, Pa. 


3 

4 Hump on spindle locks 
damper in position. 

5 


Reversible plate for in- 10 
sertion from either side. 


6 No repacking or rehandl- 


Beware of counterfeits of “‘Griswold-American” , Dampers. 
Though a clever imitation, no substitute gives you all of the 
above 10 features of the genuine “Griswold-American’”’ Damper. 


“Griswold-American” Damper requirements in all 


Order your t J 
Your jobber is 


sizes through your legitimate jobbing channels. 
in position to make immediate deliveries. 


GRISWOLD AMERICAN 


The Original Steel Spindle 


REVERSIBLE DAMPER 
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TOOL OF 


1001 
USES! 


\ 


MOAN DEE: 





Every craftsman and mechanic 
wants to see the most versatile 
tool ever made. Our national ad- 
vertising directs them to you. 
Cash in on this new “Extra Profit”’ 
maker. Don’t delay! Send the 
coupon for Special Offeron Demon- 
stration Outfit for hardwarestores. 


Standaed move. 


Does away with 
slow hand 
work. For use / 
at home, in 
shop or take 
tojob. Uses 
200 differ- 
ent acces- 
sories— 
grinds, 
polishes, 
routs, 
drills, 
carves, Retail Price 
cuts, sands, saws, sharp- 


$1075 
ens, engraves. 13,000 r.p. and Up 


m. 110 volt A.C.or D.C. 3Accessories FREE 


rhe De Luxe mont. 


A sensation wherever 
used — almost human 
in its smooth, rapid 
response. 25,000 r.p.m. 
Fastest and most 

powerful tool for 
i its type and 
weight, 12 
ounces. 6" 
long, 156" 
diameter. A 
constant ser- 
vice tool that 
is a great 
time and 
labor saver. 

























CHICAGO WHEEL & MFG. CO. 
1101 W. Monroe St. Dept. EE, Chicago, Ill. 


Send catalog and dealer discounts with 
Special Offer on Demonstrator Outfit. 











to the conclusion that bicycle 
sales are also stimulated through 
rental agencies. Just last night 
at probably the choicest rental 
location in Chicago, at the ex- 
treme southern tip of Jackson 
Park, we had the occasion to 
note during a period of one hour 
that three adults and one juvenile 
learned to ride a bicycle. From 
these four, because of the group 
age factor, perhaps two are po- 
tential bicycle purchasers. The 
other two, no doubt, because of 
their apparent enthusiasm over 
bicycling, will eventually be the 
indirect stimulant toward bicycle 
sales to their friends, relatives, 
or immediate families.” 

A. A. Freda, advertising man- 
ager, Chicago Cycle Supply Co., 
Chicago, Ill., cycle distributors, 
says, “We feel that bicycles for 
hire were in a large measure re- 
sponsible for the bicycle boom. 
The rental plan put bicycles in 
the hands of cycling enthusiasts 
who could not afford to own a 
machine. It stimulated cycling 
by making bicycles readily ac- 
cessible, particularly to adults. 
More riders on the street were, 
and are, the very best publicity 
for the trade as a whole. Rental 
agencies find a ready market for 





their used machines and start out 
each year with new bicycles.” 

Glen A. Gunderson, sales pro- 
motion manager, Monark Silver 
King, Inc., Chicago, IIl., says, 
“We believe that the rental agen- 
cies are tending to prove helpful 
to the bicycle industry as a 
whole, making people more con- 
scious of bicycles and bringing 
them to the point where they 
want to own their own. As a 
whole we believe that the bicycle 
rental business will be helpful 
to the bicycle prosperity wave 
that is now sweeping the country 
and that it will do much toward 
keeping it alive for years to come. 
We have noticed that where our 
bicycles are used for rental pur- 
poses a considerable number of 
Silver King bicycles have also 
been sold.” 

“We have made a careful in- 
vestigation of the rental agencies 
throughout the country and while 
many of them are not operated 
on a business like basis, this 
particular situation in itself does 
not eliminate the great promotion- 
al assistance in connection with 
bicycle sales,” says H. Clyde 
Brokaw, vice-president, The Shel- 
by Cycle Co., Shelby, Ohio. 





They Turn Dinnerware Stocks 
1 to 5 Times 


(Continued from page 47) 


Price lines, in open stock pat- 
tern, have the greatest demand 
at the Wilmington Hardware Co., 
Wilmington, Calif. One-fifth of 
that store’s display is used for 
showing chinaware and related 
lines. The stock includes indi- 
vidual pieces from 10c to $5.00 
and there are complete sets priced 
from $2.95 to $89.50. Window 
displays are frequently used to 
push these lines. 

At the Union Hardware & 
Plumbing Co., San Luis Obispo, 
Calif., a turnover of a stock of 
$2,500 in chinaware and _ glass- 
ware, three times a year is re- 
ported. When chinaware is sold 
to newlyweds or new residents 
every effort is made to sell silver- 


ware and other household needs 
at the same time, with frequent 
success. In a display space of 
about 800 square feet this store 
shows a variety of chinaware, par- 
ticular emphasis being placed on 
open stock patterns of better 
quality. Individual pieces dis- 
played run from 25c to $5.50. 
The complete sets shown vary 
from $3.95 to $75.00. This store 
believes in giving the line space 
in its windows frequently. 

Whether a store handles a va- 
riety of chinaware or confines its 
activities to the merchandising of 
sets and pieces in one price range, 
frequent display is a necessity 
in selling this line. 
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eeien WITH THE TIMES 


~a THESE famous casters roll along on ball bearings. No friction. No 
effort. No damage to floors, rugs or floor covering . . . as up to date 
as a stream-lined train or 1935 motor car. 


























A PROFITABLE ITEM FOR ANY HARDWARE MERCHANT 


A demonstration does it . . . merely roll an “acme”’ 
on the counter. Show the frictionless, quiet operation 
of the “acme” and you’ve made a sale. A profitable 
item with repeat orders. Stock and sell “acmeEs.” 





THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 











with this 
IMPROVED 
STILLSON 


@ It’s not only a better wrench to use, more 
positive in its grip, stronger, with a real | 
workman’s “feel” to it, but the Improved 
Stillson is SAFE, too. 


"rater 
IT 1 RNS 


Gottschalk’s Metal 
Sponge turns to the 
tune of many mil- 
lions a year... for 
already there are 
20,000,000 users... 
and every month in 
leading women’s 

10@e magazines 14,000,000 
Made of special tool steel and heat-treated housewives are per- 
alloys, the Improved Stillson is practically There’s a Gottschalk sistently reminded 
unbreakable. | Metal Sponge forevery that the safest, easi- 


‘ ‘ . need ... the big, new 
To put new life into your wrench business Remon Ball: ieee est, surest way to 


ask your Jobber about the popular Improved J clean pots and pans 
: ewel,Hand-L-Mop ., 3 ° 
Stillson. cad Beiry Sponge. ** with this handy 


i Show ‘emai and watch — 
= | Gottschalk 


THE RIDGE TOOL CO., ELYRIA, OHIO METAL SPONGE ~ 
Makers of RI@EID Pipe Tools METAL SPONGE SALES CORP., Philadelphia, Pa. 









There is no_ old-fashioned, exposed flat 
spring to break and rip into the user’s hand. 
The Improved Stillson has cone-coil safety 
springs tucked away inside the housing. If 
one does break it can’t harm anybody. 
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THE 
PERFECT 
STRAIGHT-LINE 
NETTING 
You can reduce in- 
ventory, speed up turn- 
over,increase profits, by 
concentrating on these 
trade-marked poultry 
nettings from one de- 
Ai pendable source. 
U. S. STRAITLOK 
Netting—the original 
straight-line fabric— 
is first choice every- 
where for building poul- 
try runs. It stretches 
perfectly to wood or 
steel posts; requires no 
top-rail, no baseboard; 
saves time, labor and 
expense. 

Made of Copper. 
bearing Steel Wire in 
one and two-inch mesh, 
Galvanized Before or 
Alter Weaving. Heights 
12 to 72 inches. 


US 
EXLOK 


POULTRY NETTING 
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~OULTRY NETTING 
ie fi 


THE 
PERFECT 
HEXAGON-MESH 
NETTING 


U.S. HEXLOK Poul- 
try Netting creates en- 
tirely new standards for 
hexagon-mesh fabric. 
More uniform, more 
tigid, neater in appear- hh} 
ance, superior in serv- — 
ice, this improved net- 
ting is easier to handle 
and sell. 

It is available in all 
popular standard widths 
and weights, Galvan- 
ized Before or After 
Weaving; heights 12 to 
72 inches. The one- 
inch mesh is made in 
three weights: No. 18, 
19 and 20 gauge; the 
two-inch mesh in No. 
16, 19 and 20 gauge; 
the one and one-half 
inch mesh, in No. 16 
gauge. All wires are 
Copper-bearing Steel. 

Ask your Jobber or 
write us for further 
information! 


INDIANA 


STEEL & WIRE CO. 
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A Great Triangle 


(Continued from page 30) 


After they have extended and 
added up all totals of special pur- 
chases, then they throw that 
against the estimated sales to see 
how closely they come to that de- 
sired 40 per cent. Obviously, if 
they expected $1,000 out of one 
department, and they bought 
$1,200 or $1,500 worth of spe- 
cials, naturally it is all out of 
proportion; so they say, “What 
is the answer, are you going to do 
more than $1,000 of sales? If not, 
let’s cut these orders down.” 

At this time, two months prior 
to the event, they have a general 
discussion of what their publicity 
is going to be, what stunts they 
are going to use, general type of 
advertising, what window display 
demonstrations they will use, so 
that the whole store presents in 
their minds an exciting atmos- 
phere, something is going on, they 
want their customers to feel that 
very definitely. 

Now two or three weeks before 
the event they get down a little 
closer to definite plans along the 
same lines of thought that the 
general discussion was on two 
months prior to the event. At that 
time they make out their selling 
copy for their price signs; punch 
up their sources for late deliveries, 
and do all those things to assure 
themselves that when the event 
comes, they are going to be pre- 
pared! 

Three days prior to the event, 
they break their sadvertising, 
their direct mail, and any of 
their build-up teaser cam- 
paign, stunts and things of that 
sort, so that the public is gradu- 
ally built up so that when the 
event breaks, they expect some- 
thing is going to happen. 

Then the day before, they re- 
check on all those items of prep- 
aration and have a store meeting 
of all employees; not just the sell- 
ing employees, the regulars, but 
the extras are brought in to gen- 
erate that enthusiasm which is 
necessary for the successful pro- 
motion. They may announce a 
sales contest between employees; 
might offer a prize for the person 
who exceeds his quota; greatest 
percentage, and lots of things of 


that sort, which they pick up or 
get from other stores that have 
been successful. 

At that time they generally go 
over with the sales personnel these 
special items that they have 
bought and show them the prices 
that these special items are going 
to be sold at, all with the same 
point of view: “Isn’t that a value, 
isn’t that a buy?” Just the idea 
of building up the enthusiasm and 
revealing publicity stunts, so that 
the day the event breaks, every- 
body in the whole store is just all 
full of enthusiasm and ready to 
go! And the customers feel it as 
soon as they come in, with an 
event that is properly prepared 
for. 

Now the day after the event, 
again there is this close post- 
mortem analysis of what sales are; 
on items reduced in price, are they 
back in the normal price? In 
other words, there is a definite be- 
ginning and cutting off of that 
promotion. If the customer goes 
back into that store, he can’t buy 
items at special prices. That is 
one of the successful features of 
a sound sales promotion, because 
if that isn’t done, the customer 
gets in the habit of saying, “Well, 
I can go in there any time and 
buy special items. Why should I 
go in there when they're trying 
to get me down there?” 


An Example for 
Independents 


Now we have seen what the 
syndicates consider necessary to 
do for a successful promotion, and 
we have noted the intimate detail 
to which they go to assure them- 
selves of success. There is un- 
doubtedly some justification to 
the claim that syndicates, because 
of their tremendous purchasing 
power, can buy cheaper than in- 
dependent merchandisers. With- 
out attempting to go into that 
very large question, it appears to 
me that if syndicates find it neces- 
sary to form such detailed plans 
in preparation for sales events, 
that independent retailers should 
go to just as great lengths to in- 
sure success to their promotions. 
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OU CAN BUY THAT 
THE AMERICAN 

















ILFORD FLEXIBLE 12" 
r startin TEETH V_18T I 





THE MODERN BLADES FOR THE 
HARDWARE TRADE 


MILFORD 
HYCR 





RADE 


Hack Saw Blades 


THE HENRY GC. THOMPSON & SON CO., NEWHAVEN, CONN., U.S.A. 
— Saw Manvfacturert for Over Fifty Years : 
















Labor Saving 












Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 

a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, new-ls, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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FORSTNER 
AUGER BIT 


Clinch Rivets. 






The same high quality 
standard of T R & S 





Rivets we have main- 
‘tained thru the years holds just as true 
eoidhony as always. Careful craftsmanship, 
long engineering experience, modern 
equipment—these factors guarantee the 
continuous, unfailing service of our prod- 
ucts. Every T R & S Rivet is guaranteed 
perfect, is accurately drilled—drives 
easily, clinches smoothly and is not 


brittle. Remember when you sell TR &S 


Rivets you're selling the best! 


TUBULAR RIVET & STUD COMPANY 
BOSTON, MASS. 


The largest factory in the 
world devoted to the man- 
ufacture of Tubular and 



























Fad, MATES 


Two good names make 
sales quicker than one — 
when the progressive 


dealer links his name with 
Columbia. 


Columbia lines fit every 
need, at all prices, for qual- 
ity bicycles. Brilliant fin- 
ishes, special equipment 
features, and traditional 
quality make Columbias 
sell easier. 


Act at once to get the 
facts about the new 
Columbia franchise. 


BICYCLES 


THE WESTFIELD 
MFG. CO. 
Westfield, Mass. 
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Consumer Cooperatives 


(Continued from page 38) 


drought, CCA in mid-summer 
made heavy contracts at favorable 
prices for its fall and winter sup- 
plies of canned foods. The man- 
agement factor shows itself also 
in such actions as that which CCA 
took recently in forming a “de- 
partment of finance” with a full- 
time manager whose work it will 
be to see that, if possible, retail 
co-op members remain on a cash 
basis, or, if credit must be given, 
that collections are pushed and 
accounts receivable are kept low. 

Important also is the educa- 
tional work carried on by co-ops. 
CCA has a full-time field worker, 
Mrs. Elsie Olson, who meets with 
members of retail co-ops in many 
cities and aids in forming new 
co-ops. CCA also has its own 
eight-page tabloid newspaper, 
“The Cooperative Consumer,” 
which is sent every two weeks 
to more than 37,000 subscribers. 
Prominent in its columns are lists 
of high salaries paid executives 
in “old-line” business firms, at- 
tacks on wasteful advertising and 
selling practices, and emphasis 
on the “profits” of private busi- 
ness. The Cooperative League, 
national co-op organization, gets 
occasional time on radio net- 
works, publishes a magazine, and 
issues innumerable pamphlets. 
Group meetings of co-op man- 
agers are held frequently by 
‘vholesalers. Twelve cooperative 
institutes, drawing students from 
thirty states, were held through 
the summer. This fall an eight- 
week training school, hailed as 
the preliminary to establishment 
of a National Cooperative Col- 
lege, already approved by several 
co-op wholesalers, will be held 
in the Middle West. It will train 
co-op employees in the philosophy 
of cooperation as well as in the 
details of co-op management, all 
with the idea that co-op workers 
must be sold on and must thor- 
oughly understand the movement, 
and that the best way to obtain 
such workers is through schooling 
them in co-op schools. 

It is this emphasis on “the 
philosophy of cooperation” and 
the “cooperative ideal” that has 


worked hand in hand with smart 
management to build co-ops in 
recent years. Dr. Kagawa, the 
Japanese co-op leader, used this 
policy effectively when he spoke 
continually of co-ops as “economic 
Christianity.” Other speakers and 
leaders follow the same plan, 
stressing the “Christian” phases 
of cooperation, and also its aim 
of giving profit to the consumer 
instead of the so-called “profit 
gougers.” 

Another expression of this co- 
operative philosophy has been 
the setting up of the “quality” 
ideal. Most co-op products are 
manufactured to exact specifica- 
tions—and great emphasis is put 
upon the fact that the co-op mem- 
ber knows exactly what he is 
getting, and also that, because 
“you don’t cheat yourself,” the 
co-op “doesn’t cheat” its owner- 
members. 

Following through on the 
“Christian” angle and also mak- 
ing an appeal to the common 
consumer prejudice against larger 
salaries and the belief that the 
wealthy get too much of the na- 
tional income, co-ops make a big 
point of paying low salaries to 
their executives. In Sweden the 
head of the Cooperative Union 
receives about $5,000 a year for 
work which an American maga- 
zine writer thought would earn 
for him $100,000 to $1,000,000 
a year in the U. S. In the same 
way, a big New York City co-op 
has voted that the highest-paid 
employee may not be paid more 
than four times the wage of the 
lowest-paid, and E. G. Cort, who 
handles a $2,500,000 annual busi- 
ness for Midland Co-Operative 
Wholesale in Minnesota, is re- 
ported to get only $300 a month 
salary. 

Along with this feet-on-the- 
ground, pennies-in-the-cash-regis- 
ter group of co-op workers that 
stress the idea of saving money 
and getting a surplus to turn back 
to the consumer member, there 
goes the other group which ideal- 
istically talks of the coming “co- 
operative democracy” and how it 
will save our civilization. Unlike. 
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Radio Service Men Want 
Premax Single Unit Masts 


eT 


R-248 R-148 
List 65c List 55¢ 


L-048 
List 75c¢ 








Replace gas pipe, wood and other makeshifts. 
Premax Service Masts are available in three 
styles as illustrated—made of single sections 
of solid rod or tubing with white porcelain 
insulator. Acclaimed the best service installa- 
tion available. Send for samples. 


Premax Sales Division 
Chisholm-Ryder Co., Ine. 


3801 Highland Ave., Niagara Falls, N. Y.- 








**Never Lets Go” 


ALLIGATOR 


TRADE MARK REG.US. PAT. OFFICE 


STEEL BELT LACING 


For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is stocked by 
leading jobbers 
and listed in their 
catalogs. Not sold 










panies under its 
own or any other 






































Sole Manufacturers 


FLEXIBLE STEEL LACING CO. 

4616 Lexington Street Chicago, Illinois 

In England at 135 Finsbury Pavement, 
London, E.C.2 





SMOOTH ON 
BOTH SIDES 











Accept No 
Substitutes : 












“ TRADE MARK 
REG, U. &. PAT. OFF. 
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by mail ordercom- | 


name. Specify 
Genuine “Alliga- 
tor Steel Belt 
Lacing.” Order 
through your 
FLEXIBILITY AA jobber. 
4 ' TYTTy? 
PROTECTION OF | 
BELT ENDS | 













_ —_ 


 HOLTITE tm 
STOVE BOLTS | 


| " Stock the complete Holtite line 
» NUTS - SCREWS = RODS | 
| BOLTS - WASHERS ° RIVETS | 
“THREAD-FORMING" SCREWS 


for fastening sheet metal 


Sold through { 
4 


ee a obbers 

















CONTINENTAL SCREW Co. 
ee Sasrots 


Massachusetts 


HERN BRANCH WESTERN BRANCH 
6529 Russell Street 


Detroit, Michigan 


rt Street 


NEW 
EAGLE DISPLAY 
means increased profits 





A year ago Eagle pre- 
sented the all-brass Handy 
Oiler. 
great that a less expensive 
model -has been developed 
to allow wider distribution. 
The same efficient pump- 
ing mechanism is_ used. 
The 
delivers a drop or a stream 
of oil a distance of %4 
inch or 25 feet. The only 
difference is the body—of 
seamless drawn coated 
steel enameled in red, green or blue. The display, 
which comes to you ready to use, contains two 
oilers in each color. Ask 
full information or write to us. 


EAGLE MANUFACTURING.CO. 


Wellsburg West Virginia 
@®eeeeoeeoeoeeaoeeoedeoedeoeeese @ 


Its success was so 


same trigger action 





Tri-Coler HANDY OILER 


Assortment 


your distributor for 
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Pecora Calking Compound is first choice 
of leading architects and builders. No 
material is more dependable, more sat- 
isfactory. The new type High Pressure 
Gun (patent applied for) is a great time 
and material saver. Cartridges filled 
with approximately one quart of Pecora 
Calking Compound can be placed in 
position for use in a few seconds. No 
fuss, no waste. Send in your order to- 
day. Special Bulletin on request. 


HIGH PRESSURE 
CARTRIDGE 


CALKING GUN 


This Gun 
With Three Nozzles 
--2nd-=- 

Four Filled Cartridges 


Shipped Express Collect for 


$7.40 





Pecora Paint Company, Ine. 
Lawrence & Venango Sts., Phila., Pa. 


Established 1862 by Smith Bowen 
Member of Producers’ Council, Inc. 





_ Pecora Sash Putties and 
Pecora Perfect Patching Plaster 
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and with different aims, they are 
not opposed to each other but in- 
stead work together. It is thus 
that they have built American co- 
ops to what they are today—and 
they are set to go on fighting to 
build them to even greater heights 
tomorrow. 

(This then is the picture of the 
husky consumer cooperative in 





the United States today, and of 
what the co-op itself has done to 
climb to this place. What other 
factors have helped, and possibly 
will help still more? The aid 
given by the church, educational 
institutions, organized agriculture, 
and government, all important 
helpers, will be discussed in Mr. 
Moeller’s next article.) 





Coming 


Seventy-third semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and the 
forty-third annual convention of the 
National Wholesale Hardware As- 
sociation will be jointly held at the 
Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 19 to 22 in- 
clusive, 1936. Secretary Manufac- 
turers Assn.: Chas. F. Rockwell, 342 
Madison Ave., New York City. Sec- 
retary Wholesalers Assn.: Geo. A. 
Fernley, 505 Arch St., Philadelphia. 

Iowa Retail Hardware Associa- 
tion, 39th annual convention and 
house furnishings show, Feb. 9-12. 
inclusive, 1937, Des Moines, Iowa. 
Headquarters: Savery Hotel. Exhi- 
bition: Coliseum Bldg. Philip R. 
Jacobson, secretary-treasurer, Mason 
City, Iowa. 

Michigan Retail Hardware Asso- 
sociation annual convention and ex- 
hibition, Grand Rapids, Mich., Feb. 
9 to 12 inclusive, 1937. Exhibition: 
Civic Auditorium. Harold W. Ber- 
vig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 

National Federation of Implement 
Dealers’ Association 37th annual 
convention, Hotel Sherman, Chicago, 
Oct. 7 to 9 inclusive, 1936. Herbert 
J. Hodge, secretary, Abilene, Kan. 

Nebraska Retail Hardware Asso- 
ciation 36th annual convention and 
exposition, Omaha, Neb., Feb. 3 to 
4 inclusive, 1937. Exposition: City 
Auditorium. Headquarters: Paxton 
Hotel. Edward C. Hermanson, sec- 
retary, 414-419 Little Bldg., Lincoln 
City Auditorium. 

New York China, Glass & House- 
wares Show, sponsored by New York 
Housewares Manufacturers Associa- 
tion, Hotel Pennsylvania, New York 
City, January 24-30, inclusive, 1937. 
Mrs. Flo English, secretary, Room 
1108, Hotel Pennsylvania, New York. 

The Pennsylvania & Atlantic Sea- 
board Hardware Association, Inc., 
Annual Convention and Exhibition, 
Pittsburgh, Pa., Feb. 22 to 26, inclu- 


sive, 1937. Headquarters, business 
sessions and_ exhibition William 
Penn Hotel. W. Glenn Pearce, 


managing director, 400 N. Broad 
St., Philadelphia, Pa. 


Events 


Southeastern Retail Hardware and 
Implement Association 23d annual 
convention and exposition Atlanta, 
Ga., February, 1937. H. M. Sim- 
mons, secretary, Room 922-23, At- 
lanta National Bank Bldg., Atlanta. 

New York Retail Hardware Asso- 
ciation annual convention and expo- 
sition, Rochester, N. Y., Feb. 9 to 11, 
inclusive, 1937. Exposition: Na- 
tional Guard Armory, E. Main St. 
Headquarters: Hotel Seneca. John 
B. Foley, secretary, Hills Bldg., Syr- 
acuse, N. Y. 

South Dakota Retail Hardware 
Association annual _ convention 
Sioux Falls, S. D., Jan. 19-21, 1937. 
Headquarters: Sioux Falls Coli- 
seum. C. J. Christopher, manager- 
treasurer, Nicollet and 24th St., 
Minneapolis, Minn. 

Nineteen hundred and thirty six 
Semi-Annual Conference Southern 
California Retail Hardware Associa- 
tion, Ltd., San Bernardino, Calif., 
Oct. 2, 1936. Meetings: Municipal 
Auditorium. Banquet: California 
Hotel. J. V. Guilfoyle, secretary, 
1122 Pacific National Bldg., 315 W. 
9th St., Los Angeles, Calif. 

The Western Retail Implement & 
Hardware Association, 48th Annual 
Convention and Exhibition, Kansas 
City, Mo., Jan. 19-21, inclusive, 
1937. Sessions and exposition: New 
Municipal Auditorium. Herbert J. 
Hodge, secretary-treasurer, Abilene, 


Kan. 


Your Filing Methods 


The spindle for filing invoices and 
other papers—you know, the pointed 
rod that you jabbed your fingers on 
regularly once a week—became 
obsolete long ago; and yet the num- 
ber of such files still in daily use 
is astounding. 

Excellent filing equipment is avail- 
able at very reasonable prices. Time 
wasted in fruitless search for miss- 
ing invoices and arguments arising 
over accounts on which the proper 
papers cannot be quickly found are 
far more costly than the most eff- 
cient of filing equipment. 
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. .. tell Heller & Co. 
what you intend to do 


so they can quote on 
your requirements and offer sugges- 
tions. Be fair to yourself—you will 
make a mistake if you do not consider 

y the Heller proposition. Costs nothing 

{ ) Display Tables to find out. 

( ) Complete line of Bulb For over 40 years Heller has special- 
Edge Glass, Price Card ized in the exclusive manufacture of 
Holders, etc. Hardware Store Equipment, develop- 
Pri ing to perfection the type cabinets 

we — Cards best suited for the job. 

( ) Nail Bin Counters Large successful agen never at- 

) Screw, Bolt & Drill Cases tempt to build their equipment or 

have a local house carpenter do it. 

) Boxes and Drawers on 

) Shelving and Wall Cases 

) 

) 

) 





They depend upon successful store 
equipment manufacturers to do the 
Paint Shelving job and they GET RESULTS. 
Sample Holders IMITATE THE SUCCESSFUL. Write 
Send Complete Store 
Fixture Catalog 


Heller TODAY. Clip and 
eheck this ad, and MAIL TO- 
DAY. 





( 
( 
( 
( 
( 
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W. C. HELLER & COMPANY 


20 Vesey St., Suite 1111 700 Bryant St. 












NOTHING LIK “EM 


1 NOTHING LIKE THE 


ARCHER FUSE] 


TH!IS SHARP-SHOOTING FISH 
SIGHTS A BUG ON A BOUGH, 
KNOCKS HIM OFF BY SPIT- 
TING A DROP OF WATER 
AT HIM, THEN EATS THE 
HAPLESS BUG. 




























~ 


O/L EITHER 


ITS THE ONE OIL 

MADE SPECIALLY FOR 
ELECTRIC REFRIGERATOR 
AND WASHER MOTORS. 
UNBUTTONS BIG NEW 
MARKET FOR YOU. ITS 
ADVERTISED IN COLLIERS — 
BETTER STOCK IT. 





















GULF ELECTRIC-MOTOR OIL 


Write Gulf Petroleum Specialties, Gulf Build- 
ing, Pittsburgh, Pa., for further information. 











DISPLAY BOARDS 


create additional Sales by attract- 


NEW YORK CITY MONTPELIER, OHIO 
ing Customer Attention. Boards 
furnished without Charge. Only 


thereon. ORDER YOURS TODAY! 


ew eee 


a aa ce ee 














No. 5031 Assortment 


No. 5029 Asst. 


CORBIN CABINET LOCK COMPANY 


The American Hardware Corporation Successor 


NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 
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OHLEN-BISHOP SAWS 
FULLY GUARANTEED 


Eighty-four years of making fine saws have achieved 
the greatest values for every’ user and the most 


satisfactory sales for every dealer. 


DEPENDABLE QUALITY 
and a 60% MARK-UP 


Hand Saws 

ross Cut Saws 
akelsal Mekal lille 
ompass Saws 
Keyhole Saw 
Pruning Saws, Butcher ‘ 
‘ircular Saws 
nserted Tooth Circ 
Band Saws 

Buck Saws 

Back Saws, Mitr 
lce Saws 

Mitre and Novelty 
Drag Saws 
Groovers 

alias ola Saws 


es, Scrapers and Trowels 
We Sell Ohlen-Bishop Saws 
Through Jobbers Only 


\wrvvvv VVVVV VV VVVVVVTVVVTVT VT 


The (_) ;HLEN-BISHOP CO. 
~ fi COLUMBUS, OHIO 


Menufocturers of Fine Saws Since 1852 





LUFKIN 


TAPES - RULES 
PRECISION TOOLS 








Yechanics — 
are buying 


[UFKIN Bs 
| PRECISION TOOLS 








; 7: wo 


No. 1841 
Micrometer — 





Invectignia this growing 
_ demand for better tools 


The many exclusive features 
and improvements in (477 
TOOLS are immediately recog- 
nized by all good mechanics. 


should have in stock these 
) f Tools mechanics 











THE [UFKIN RULE (0 


SAGINAW. MICHIGAN, U.S.A. 


NEW YORK 


¢ + 
ifaye 


yNadian Factory 


WINDSOR, ONTARIO 
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Selling Your Local Government 
Its Hardware Needs 


(Continued from page 27) 


completed this list, at its length 
and the amount of valuable in- 
formation for possible business 
it contains. Furthermore by mak- 
ing use of the list for personal 
calls, mailing matter and phone 
calls, and doing so in a systematic 
manner it is possible to build up 
the volume of your city, county 
and state business to satisfactory 
proportions. A card system of 
names and places with plenty of 
space for notes, dates of calls, 
recording of items discussed, quo- 
tation memos, will be found an 
excellent method of charting your 
information. The original set of 
cards and first entries may be 
made up from your personal in- 
formation, from the phone book, 
the city directory, and supple- 
mented from your city or town 
official roster. Following your 
first few calls new names will 
come to light of men who may 
be in strategic positions to specify 
your product. You will find in 
most cases it is the employee 
way down at the bottom, like the 
private in the army, who actually 
uses the merchandise and who 
originates requisitions. From him 
specifications for replenishing reg- 
ular items or designating new 
goods go to the head of the shop 
or bureau, department or ware- 


house head and finally to the 


purchasing agent. If you have 
something new to show, a labor 
or time-saving device, make every 
effort to show it to the man most 
concerned in its use. 

You will probably find that 
there is a system for emergency 
orders, so that the individual or 
shop foreman when in need may 
make his own purchases up to 
a certain monetary value. This 
is the spot at which good service 
is of prime importance. If you 
demonstrate that your store is long 
on service you will find rush or- 
ders coming your way. Another 
reason for knowing personnel is 
that the personal element enters 
into buying to a considerable ex- 
tent in public buying as well as 


in private purchasing. Most in- 
dividuals like to do business in 
a store in which they are known 
and with proprietors or salesmen 
who know them. Remember there- 
fore that the mechanic, the shop 
foreman, the chauffeur, among 
others can and do influence busi- 
ness. Cultivate their acquaintance 
and make them feel that you wish 
their good will and that your 
store is well equipped to handle 
their business. 

When it comes to listing items 
for each department you will find 
that the ordinary run of hardware 
supplies is common to all, but 
that there are many special ar- 
ticles of equipment or supplies 
used in large quantity by one or 
the other of the municipal depart- 
ments. 

The street and sewer bureau 
will use large numbers of wheel- 
barrows, shovels and picks, axes, 
lanterns, road torches, etc. The 
water works department about the 
same. Parks will use wheelbar- 
rows, lawnmowers and _ rollers, 
rubber hose, garden tools and 
fencing, while playgrounds will 
call for baseballs and bats, ten- 
nis and golf balls, in addition 
to the necessary tools and sup- 
plies to run the recreation centers. 
The Bureau of Buildings will re- 
quire all kinds of hardware for 
the repair and maintenance of 
public buildings. This includes 
stock items of hardware in goodly 
quantity, such as locks, door 
closers, sash weights and cord, 
roofing, paint, glass, pipe, etc. 
Cemeteries are users of lawnmow- 
ers, scythes, shears, wheelbarrows, 
garden tools, rubber hose, etc., and 
the airport will be a customer for 
many kinds of tools and sup- 
plies. 

The Police and Fire Bureaus 
use more items of hardware than 
one would think. This includes 
ammunition for the guardians of 
the law, and most hardware 
stores are headquarters for shot 
and shells. Go after the ammuni- 
tion business. Call on your police 
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HELLO BROTHER 
ARE THEY AFTER 
YOUR SKIN? 











WHY ROGERS 
GLUE IS SO GOOD! 





Rogers Liquid Fish Glue is made from fish skins only, the 
highest grade raw material that can be used in the manu- 
facture of fish glue. Rogers does NOT use fish heads, 
back bones, napes and other fish refuse that produces a 
cloudy appearance. Clarity in fish glue is a sign of quality 
and strength. Compare Rogers clarity with other brands 
and you will know why Rogers is winning new customers 
every day. 


2 DEAIS — 2 PROFITS 


Ask your jobber for complete information on the Rogers 
Display Offer and the Dandy Deal. These two deals 
represent a double profit making item for you. FREE 
Counter Display and FREE Project Sheets for your cus- 
tomers. For a profit maker with repeat business, ask your 
jobber about Rogers. 


ROGERS ISINGLASS & GLUE CO. 
GLOUCESTER MASS. 
Sold Exclusively Through the Hardware Trade 



































AND 
THATS WHY 


1 SELL SO 
FAST. 
























BUY NOW J 
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The active demand for Shelby 
Bicycles, that has kept dealer 
stocks turning rapidly all sum- 
mer, gives every indication of ‘ 
continuing right through the a 
fall and Christmas shopping 
season. To assure delivery of 

- ———_— \" i the bicycles you will need to 


meet this demand, order now. 


Last minute orders for hurry- 
up deliveries may result in 
many a customer being dis- 
appointed. Play safe — order 
early. 






THE SHELBY CYCLE CO. 
110 MACK AVE. SHELBY, OHIO 
Western Office & Assembly Plant 


BICYCLES teem 
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Are you pushing the popular 
priced “O. K. Jr.” Screw 
Plates, built and guaranteed by 
“Greenfield”? Most retail hard- 
ware stores have found them the 
fastest selling Screw Plate ever 
put on the market. 


Ask your jobbers for details or 
write direct to— 


GREENFIELD TAP & 
DIE CORPORATION 


Greenfield, Massachusetts 


Detroit Plant: 2102 West Fort St. 
Warehouses in New York and Chicago 
In Canada: Greenfield Tap & Die Cor- 

poration of Canada, Ltd., Galt, Ont. 


GREENFIELD 
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officials and demonstrate the qual- 
ity of your line. The Traffic 
Bureau will want lanterns for 
street lights, and this one item 
is no small order. The Fire 
Department may need tire chains 
for trucks, lanterns, rope and the 
general run vf tools. If the city 
conducts a repair shop you have 
a ready market for all kinds of 
tools, such as drills, reamers, taps, 
grinding wheels, bolts and screws, 
nails, sandpaper, etc. 

The various institutions under 
the heading of welfare require 
merchandise from every section 
of your stock. For repair and 
maintenance builders’ hardware 
will be needed, roofing, glass and 
paint; for upkeep tools and sup- 
plies; and for the kitchens, cutlery 
and all kinds of housefurnishings 
including stoves, ranges and elec- 
trical appliances. The relief 
agencies also require merchandise 
of diversified lines. In some lo- 
calities the welfare bureau has 
sponsored “self help” gardens 
where the unemployed have been 
furnished free plots for the culti- 
vation of vegetables. Rakes, 
spades, hoes, and other garden 
tools have been given or loaned 
these amateur gardeners. Here is 
just another possibility of busi- 
ness for you. 

If your municipality or county 
has a central store or warehouse 
for common supplies it is a 
mighty good idea to drop around 
to this building occasionally, visit 
the stockkeeper, for the replen- 
ishing of warehouse stock in itself 
is quite a purchasing function. 
Municipal warehousing as well as 
the larger units, state and federal, 
contemplates the stocking for con- 
venience of various departments 
of fast moving items common to 
several such departments. Among 
the items in the hardware line 
would be bolts and screws, nails 
and brads, lanterns, shovels and 
picks, wheelbarrows, brooms and 
brushes, ash cans and galvanized 
pails, sash cord and weights, the 
common items of builders’ hard- 
ware as locksets and butts, rope 
and twine, tires and tubes, paint, 
etc. 

Another source of much busi- 
ness has been or still is the local 
authority of the CWA, TERA, 
WPA or PWA. These federal 


agencies under state or county 
control have been and still are 
heavy purchasers of all kinds of 
material including hardware. 
During the days of the CWA, the 
first federal agency promoting 
work relief on a large scale, the 
demand for such equipment as 
wheelbarrows, picks, shovels, mat- 
tocks, lanterns, torches, handles, 
was so great throughout the 
country that a real shortage ex- 
isted after the small stocks on 
hand were exhausted. Delays of 
months in getting additional ma- 
terial was not uncommon. The 
hardware dealers early on the 
job, who followed up this work 
project profited by large business 
at fair prices. I know from my 
own experience in booking orders 
that sales of wheelbarrows by the 
carload, and of picks and shovels 
and road torches by the thousands 
were common. But even in those 
hectic days it was the dealer on 
the job who could give service 
who reaped the profits. The same 
holds true today—if you have 
the merchandise or can obtain it 
without delay—business is yours 
if you go after it. Much of the 
material for these work relief 
projects is now purchased at very 
low prices, some quotations now 
being made are so low that many 
merchants prefer not to bid, con- 
sidering it a waste of effort for 
the return involved. Here again, 
however, many emergency orders 
are placed that the hardware man 
can furnish at a legitimate profit. 
Unless you demonstrate by good 
service that you want this business 
it will go elsewhere. 

While it may seem that this 
article pertains primarily to the 
hardware dealer in the large city 
such is not the case for there is 
hardly a town of any size that 
does not have some function of 
government or is not the seat of 
some federal, state or local in- 
stitution. Whether your town or 
county be large or small the 
business of furnishing material to 
public agencies will be found 
worth soliciting. But go after the 
business in a systematic business 
like manner with confidence in 
your ability to meet the needs in 
the case and the will to follow 
through. Your sustained efforts 
will bear fruit. 
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MACHINE 
SCREWS 


Uniformly made to recognized 
standards. Accurate threads. Clean 
broached slots of proper width and 
depth. 















In addition Corbin manufactures a full 
line of Wood and Lag Screws. Machine 
Screw Nuts. Cap and Set Screws. Stove 
Bolts. Semi-finished Nuts. Chain 
and Escutcheon Pins. 


SPECIFY CORBIN 


THE CORBIN SCREW CORPORATION 


THE AMERICAN HARDWARE CORPORATION. SUCCESSOR 
NEW BRITAIN, CONN. 


Warehouses: New York * Chicago : PRiladelphia 








~ CHICAGO) - 


SPRING HINGES 


THE 
“SIMPLEX” 


Applied Direct 
to 
Door Casing 
without 


Hanging-strip 





The “Simplex” has many features which Dealers will 
find to be excellent selling points. An example is the 
construction of the barrels and web from one continu- 
ous piece of metal, formed so that there are no joints 
where the barrels continue as the web. This avoids ex- 
posing the springs to moisture which would cause rust 
and breakage. 

Send for literature describing other important fea- 
tures of the “Simplex.” 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A. 
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Multiple continuous twist by WRIGHT 
power looms gives you regular hexagonal 
mesh securely and permanently locked. 
Copper bearing steel exclusively. 


G.F.W RIGHTS TEEL & Wire Co. 


WORCESTER, MASS., U. S. A. 
New York Atlanta Chicago Los Angeles 


WiRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 


$1557 67 Mew Lusines 
on SPEEDOLITE 


RENTALS IN 13 MONTHS 


R. H. L. TIERNEY of the ADAM- 
DECKER HARDWARE CO., St. 















Paul, Minn., who reported the above 
results states: “No Hardware mer- 
chant in a community of any size 
should be without one of these ma- 
chines. Not only do they pay for 
themselves many times ovef, but sell 
almost as much material as they do 
rentals.” 


BIG, STEADY PROFITS FOR YOU 


Hundreds of prospects right in your 
territory are waiting to rent this 
sander. No sales resistance. Our 
FREE advertising material will 
bring them in. 


The SPEED - 0 - LITE is 
light in weight (S80 Ibs.) 
—works right up to the 
quarter-round—picks up 
all dirt and dust and 
leaves a ball room finish 
on every floor. Operates 
from any convenient 
outlet. No experience 
required. TRY IT FOR 5 
DAYS AT OUR EXPENSE, 


;-MAIL COUPON TODAY-- 


jy LINCOLN SCHLUETER FLOOR MACHINERY co. 92436 | 
212 W. Grand Ave., Chicago, Illinois 


Please send full details of your 5-Day FREE Trial SPEED-O-LITE Of- 
J fer. Also tell me how | can own it. [_] Interested in time payments. 
Name 
Address eee 
ES ee rete 


NO DIRT 
NO DUST 
NO MUSS 
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Qualit 
thot builds sales 
solidly 


t 


BetuHieneM Galvanized Sheets have 
every one of the quality factors that 
give positive satisfaction to sheet 
customers. They are easy sheets to 
cut and bend; easy sheets to work - 
The galvanizing is smooth, evenly 
spangled and free of blotches or 
rough spots. 

The purchasers of Bethlehem Gal- 
ventas Game get keen satisfaction 
in the results obtained with them. 
Fabricated into downspouts, gutters 
or duct work in heating, ventilating 
or air-conditioning systems, they 
form smooth, even seams. The galva- 
nizing is tightly adherent and doesn’t 
flake or scale off. 

Bethlehem Galvanized Sheets make 
every sheet customer a satisfied cus- 
tomer, regardless of whether he’s 
purchasing just a few for an odd job 
around the house, or as a roofer, heat- 
ing or sheet-metal contractor he pur- 
chases in larger quantities. The more 
experienced he is, the more he knows 
of sheet quality factors, the more 
he'll appreciate the many points of 
clean-cut superiority in Bethlehem 
Galvanized Sheets. 


BETH-CU-LOY SHEETS 


Beth-Cu-Loy Sheets afford the same 
high quality as regular galvanized 
sheets, plus the inherent rust resist- 
ance of their copper-bearing steel 
composition. 


Bethlehem Steel 
Company 


General Offices: Bethlehem, Pa. 
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There's a Technique of Moving 


(Continued from page 41) 


business as a sideline, but soon 
became the most important part 
of the business. 

Mr. Henry Stavinoha, a brother, 
later became associated with the 
firm, at which time the store name 
was change to Stavinoha Brothers. 
It continued under this name un- 
til the death of Mr. Henry Stav- 
inoha in 1933. 

Mr. John Stavinoha purchased 
his brother’s interest in the store 
at that time, and the firm has since 
been known as Stavinoha’s. 

Associated with him in the 
business at present is his son, 
Robert, who has been employed 
at the store for three years. He 
has charge of the office, buys all 
steel and wire goods, and directs 
the firm’s advertising. 


Lucille Stavinoha, a daughter, 
is bookkeeper for the store. 

Stavinoha’s points with pride 
to its bookkeeping equipment 
which includes a machine which 
makes it possible to put the cus- 
tomer’s name and address on a 
statement, and post charges and 
credits on the account all in one 
operation. The machine cost 
$1,200, and is one of the few in 
use in stores in towns of Temple’s 
size. 

The new Stavinoha’s is a de- 
cided contrast to the old store. 
Since the store was reopened on 
August 5, sales have been consis- 
tently mounting, and every indi- 
cation is that the removal, along 
with its resulting improvements 
and modernizations is paving the 
way for further growth and ex- 
pansion of the firm. 





Small Town Stores 


Held Their Own in 1935 


(Continued from page 45) 


The high payroll in the East 
lay largely in the owners’ salaries, 
which partially accounts for their 
poor profit showing. In the West 
(including Mountain states) the 
total payroll was low because the 
proprietors drew only 8.5 per 
cent, thus making a better profit 
showing. 

In Table 4 we see expenses and 
margins were slightly lower for 
cash stores than for the trade in 
general. Conversely, in stores do- 
ing over 50 per cent credit busi- 
ness, margin and expenses were 
slightly higher than average. 

However, these 133 cash stores 
were very small, with a typical 
volume of only $8,500, while the 
credit stores’ typical sales were 
$31,000, somewhat larger than 
the $19,800 reported as typical 
sales for the entire 752 stores. 

The come-back in agriculture is 
doubtless responsible for the 32.8 


per cent volume increase in the 
“Hardware and Farm Implement” 
stores. And yet only 56.1 per cent 
of these stores made a profit in 
1935, their typical profit being 
2.8 per cent. The survey states 
that practically all of these com- 
bination stores were in towns of 
less than 20,000. 

Taken as a whole the survey 
shows that in the hardware trade 
the small town stores are more 
than holding their own against 
all competition. 

It also shows with equal em- 
phasis that a small volume hard- 
ware store, properly managed, can 
make a good, comfortable living 
for its owner. 

Indeed, as far as hardware 
stores are concerned, big business 
seems to have just as many 
troubles on its hands as does lit- 
tle business. 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 
THE LIFE OF SUPER APEX 
in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 






HANOVER, PENNSYLVANIA 















Rich Ladders lead to quick, 
profitable sales: 

1. Outstanding quality. Made of 
earefully selected, air - dried, 
clear spruce with rust-resisting 
cadmium-plated hardware. Un- 
equaled for strength, safety, 
durability and light weight. 

2. Priced Right. The customer 
gets extra value for his money— 
and your profit is right! 

3. Complete Line. Extension, 
step, fruit picker’s, paper-hang- 
er’s, painter’s and every other 
type of ladder. The Rich line 
will meet every ladder need of 
your trade. 

4. Quick Shipments. Warehouse 
stocks at convenient points, com- 
bined with complete modern 
manufacturing facilities, insure 
prompt shipment of your orders. 
Ask your jobber or write us for 
complete catalog of ladders. 








The Rich Pump & Ladder Co. 
1028 Depot St., Cincinnati, Ohio 








There’s a Market in YOUR locality § %* 


for SEAL - S- TEEL 


Not an Oil, Grease or Lacquer 
but PROTECTS ALL METAL against 
RUST and TARNISH 









Sportsmen... to protect guns, tackle 
and golf clubs. Factories, Shops, Me- 
chanics . . . to protect tools. Pro- 


fessional Men... to protect their In- 
struments. Automobilists, Bicyclists, 
Motorcyclists, etc. 


AND, to protect your own stocks 
of rustables. 


ASK YOUR JOBBER 
or write direct to 


X-RING PRODUCTS anpagtill 


1703 Main St. Peoria, il. tive counter display carton. 




















Th a Profit @ Lovell-built hand wringers have 
ere 4 been best sellers for over fifty 

years. Demand is increasing. 
IN HAND WRINGERS 


Margin of profit is good. 


All types available. Wood or at- 
tractive all-steel rust proof frames. 
Have adjustable pressure, Lovell’s 
own-built rolls, steel feeding 
tables and reversible water boards. 
Equipped with non-rusting, self- 
lubricating bearings. For use on 
stationary tubs, also round or 
square tubs. Write for catalog 
No. 11. Ask your jobber. 


JOVELL MANUFACTURING CO. 
ERIE, PA. 





ILQWIEILIL & itandwringers 














The Story of the 
“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 
in the hardware trade. 











Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. @ Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 
employer and employee. Those who contact the 
hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


-+>+ HARDWARE AGE -.-- 
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Boost Business - - - 











Increase Profits .-- 


with A New 
PITTCO STORE FRONT 


RAW potential customers to your 
store with a modern, inviting 
Pittco Front. You can now remodel 
your present store front without dis- 
turbing your capital . . . if you take 
advantage of the Pittsburgh Time Pay- 
ment Plan. 2 years to pay! Merely a 
20% down payment... and then the 
rest in easy monthly installments! 


Prone peoate 


TORE FRONTS 


Pail burr ie Conran 1a 


Grant Building ° Pittsburgh, Pa. 








plastic! 


in Airtight Cans 


FIRELINE 
Stove Lining 


The new refractory stove lining 
(‘stove brick’’) comes in sealed 
cans, is plastic ready to mold to 
sides of firepot in any thickness. 
It repairs or replaces any cracked 
or burned out firebox castings or 
stove brick in stoves or ranges. It 
can also be used to repair cracked 
firepots for heating stoves and 
warm-air furnaces. Installed in a 
few minutes, it is set with an ordi- 
nary fire—is ready for immediate 
use. It is fully guaranteed, has 
the quality that builds volume 
sales and repeat business. 





Fireline Stove & Furnace Lining Co. 
1859-1 Kingsbury St., Chicago, U.S. A. 4 


FIRELINE 


for 
FREE 
STOVE & FURNACE LININ- 


Sample 
(Copr., 1936, 
Plibrico Joint- 


less Firebrick 
Co., Chicago) 
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Table 1—1935 Figures for Hardware 
Stores Compared with Those for 1934 
All Profitable 








Stores Stores 
1935 1935 
Number of Stores 752 475 
Gross Margin 30.0% 32.1% 
Expenses .... 27.7 26.5 
Profit 2.3% 5.6% 
Salaries, Owners.... 10.3 6.6 





Salaries, Employees... 7.0 6.3 


Ee eee 3.6 3.2 
Advertising .......... 0.8 08 
Light and Heat....... 0.9 0.8 
RATS eh ee 1.0 0.9 
All Other Expense.... 4.1 7.9 


Percentage of All Stores 

Showing Profit...... 63.2 
Sales Increase over 1934 11.3 tha 
Stock Increase over 1934 3.0 4.0 
Stock Turn (Times per 

, Reso hee 1.9 1.9 





Table 3—1935 Operating Results For Hardware Stores, Grouped According To 
Geographicai Location. 


Number of Gross 
Stores Margin 
35 New England . ..+ ShI% 
140 Middle Atlantic ae 
163 East North Central .« se 
163 West North Central..... 29.1 
44 South Atlantic . 29.2 
29 East South Central. . 28.6 
59 West South Central 27.6 
29 Mountain : 31.6 
89 Pacific . 29.9 


Total Sales Stock 
Expense Profit Increase Turn 
30.3% 08% 75% 18 times 
30.5 1.6 6.2 1.6 
28.6 3.3 12.5 2.0 
26.2 2.9 11.9 1.9 
27.5 1.7 8.8 2.1 
27.0 1.6 13.4 1.9 
24.5 3.1 7.0 18 
26.3 5.3 10.0 1.7 
27.7 2.2 17.0 1.9 





Table 4—For 1935, All Hardware Stores Compared: 


(a) with those doing 


a strictly cash business and (b) with those whose business is over 50 


per cent credit. 


The figures for the hardware combined with farm im- 


plements are entirely separate and not included in the 752 hardware 
stores’ figures. 


Number of Gross 
Stores Margin 
752 Hardware . 30.0% 
133 Hardware, Cash 29.3 
260 Hardware, Over 50% 

Credit 30.9 
360 Hardware, With Farm 

Impl. . 22.5 


Total Sales Stock 
Expense Profit Increase Turn 
27.7% 2.3% 11.3% 1.9 times 
26.2 3.1 7.4 es 

28.3 2.6 12.7 21 

19.7 2.8 32.8 2.9 





Retaliates with Linen Sale 


ETTING back at some of the 

stores who use hardware as 
a football, the Crouch Hardware 
Co. of Fort Worth, Texas, found 
it good business to sell some crash 
linen breakfast table runners and 
napkins in conjunction with its 
line of breakfast chinaware. The 
linens were imported from and 
served to act as fine displays both 
in the windows and in the store’s 


interior showings. Some five gross 
of table runners were sold in a 
short while when priced at 57c 
each. Several times that number 
of napkins moved readily at seven 
cents each. The regular store 
mark-up was taken on these spe- 
cialties. The main point being, 
however, the linen display at- 
tracted many women into the store 
who were not regular customers. 





Recreation Room For Workers 


AINTERS, carpenters, and 
hain workers of Pensa- 

cola, Florida, have recrea- 
tion headquarters in a room set 
apart for the purpose by Ferrill 
McDonald, proprietor of the Coast 
Hardware Company in the main 
part of the business district. There 
the workers find easy chairs, 


checker boards, and other games 
for amusing themselves during any 
off hours. It is one link in the 
plan which McDonald uses for 
keeping friendly with those who 
use hardware and building sup- 
plies on their own account, or who 
can be instrumental at swinging 
kusiness in McDonald’s direction. 
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There is the recreation room for 
the tradesman, but besides there 
is more business possible for them 
because McDonald advertises the 
fact that he has artisans to recom- 
mend for any job. 

“Let us recommend a good 
painter for your job,” is one of 
the signs that McDonald displays 
in his show window. Paints are 
a main department of his store. 
Since he also handles builders’ 
hardware and some roofing and 
other building materials, he in- 
cludes the carpenter and masons 
in his recommendations. 

In order to get first contact with 
the tradesmen, McDonald wrote 
letters to the secretaries of Union 
locals, offering the members the 
recreation room at the rear for in- 
formal use. Also, that he would 
recommend members for any jobs 
that turned up through his sales in 
any of the lines. McDonald says 
he chooses Union men as his co- 
operators because he can depend 
upon them standing back of their 
work at the same time he himself 
guaranteeing the quality of his ma- 
terials. He says he has had any 
number of good orders that would 
have missed had he not become 
tied up in a friendly way with the 
men who do the work. 


“Store Personality” 
Makes Sales 


EATURING merchandise in 
the windows that other stores, 
particularly the chain groups, do 
not carry is a mighty fine way of 
bringing window shoppers into 
the Stevens Hardware Co. store in 
Pasadena, Calif. According to 
proprietor George F. Johnson, 
“Displays must be planned out in 
an interesting manner, designed to 
interest the customer and not just 
show off the wares. Customers 
are not any too loyal, even to 
stores with whom they have traded 
for fifty years or so. There is just 
one way of retaining the good will 
of the trade in this era of inten- 
sive competition, and that is by 
building up the personality of the 
store by doing many personal ser- 
vices for them. For example, one 
customer wanted some lemon 
squeezers for table use which 
could not be found by her in any 
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No. 301 
Quality Features 


That Sell 


Here's a grass catcher that has every- 
thing—everything that sells, and every- 
thing that satisfies your customers. 


Perfection 


The Original 
Roller Flange Grass Catcher 
—has roller flange that holds catcher close 
to mower roller 
—wire reinforcements all around the base 
give strength and prevent canvas pulling 


away 
—adjustable steel hooks 
Made in white or striped duck—I8 styles in 
sizes to fit all mowers. 
Ask your jobber, or write direct for illus- 
trated circular. 


The Perfection Mfg. Co. 











2701 N. Leffingwell Ave. St. Louis 












It’s the 
Date.Line! 


—on “Eveready” Batteries 
that assures your customer 
heis getting a fresh battery, 
brimful of power. So point 
out the date-line...it’s a 
sale clincher. 


EVEREADY 
FLASHLIGHTS and BATTERIES 








has outside exposure... 


private bath with fresh and sea 
water, tub with shower... 


THE GLARIDGE 


ATLANTIC CITY 


Invites members of the 
American Hardware Mfg. Assn. 
and the 
National Wholesale Hardware 
Association 


to make it their home during their 


Annual Convention 
October 19-22 
THE CLARIDGE adjoins the 


Convention Headquarters. 


Every room at THE CLARIDGE 
each its 


Room rates from $4 single and 


$6 double, European Plan . 
American Plan. 


Joseph P. Binns 


Manager 





"The Skyscraper by the Sea” 












No Frozen Sets 
for the trapper! 


No Frozen Assets 
for the dealer! 


BLAKE & LAMB 


Standardized Steel Traps are 
the only steel traps fitted with 
zinc coated shank which elim- 
inates rust, sticking and freez- 
ing. This feature alone will 
make them the consumer's 
choice nine times out of ten 
when given equal display 
upon the dealer’s counter. 


Ask Your Jobber! 





America's Oldest Trap Monufacturer 
| South Britain, Conn. 





THE HAWKINS CO. 








MODERN HARDWARE 
For Modern Kitchens 


Chromium Finish 


The designs are what my! customer wants. 
The prices are what is willing to pay. 
This striking ‘‘Counter Panel’’ displays 
our Modern Concealed Latch which fits 
ALL doors, also 3 attractive patterns of 
Modern Door or Drawer Pulls; 2 sizes of 
beautiful Wrought Brass Knobs and 3 
types of Modern Door Hinges—Fiash, Off- 
set and Semi-Concealed. Display Panel is 
sent FREE with order for No. 6 assortment 
which includes % doz. ea. of the 9 items. 


Retail prices 15¢ to 35c. Total $14.10. 
SLIGHTLY HIGHER IN FAR WEST 
Your hardware jobber has it in stock. 


AMERICAN BRASS GOODS CO. 
Grand Rapids Michigan 
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of the Los Angeles or New York 
stores. We located the right source 
of supply, delighted her with our 
resourcefulness, so that she be- 
came a regular customer and also 
recommended the store to many 
of her friends. Incidentally the 
item he went to the trouble of get- 
ting for this lady proved to be a 
fine seller for us.” 


How’s the Hardware 
Business ? 


(Continued from page 68) 


$40,528,300 for August, 1935. The 
bulk of residential work undertaken 
in August represented private opera- 
tions. The total volume of construc- 
tion awards, covering all types of 
work, undertaken in the 37 eastern 
states during August amounted to 


$275,281,400. 
* 


* 


Living costs of wage earners 
in the United States again rose, in- 
creasing 0.5 per cent from July to 
August, according to the National 
Industrial Conference Board. In- 
creases were noted in the cost of 
each major group of wage-earner ex- 
penditures, except in the cost of 
food. The cost of living in August 
was 3.9 per cent higher than in Au- 
gust, 1935, and 19.4 per cent higher 
than in April, 1933, the low point 
during the depression, but still 15.3 
per cent below the level of August, 
1929. 


* + 


Railroad loadings for the 
week ended September 15 were 
lower than for the same period in 
1935, owing to the fact that the 
Labor Day holiday was a week later 
than usual this year. Estimates are 
that approximately 700,000 cars 
were loaded during the week com- 
pared with 700,257 cars for the 
same period in 1935. Loadings for 
the preceding week were 764,680 


cars. 
* + 


Instead of waiting until after 
Labor Day, the Fall upturn started 
in a number of trade branches dur- 
ing the week prior to Labor Day, 
reports Dun & Bradstreet, Inc. Con- 
sumer buying turned decisively from 
summer goods, as the weather be- 
came cooler and rains brightened 
the outlook in drouth areas. Al- 
though fewer buyers were in the 








SIMPLEX 


Size-Marked 
PUMP LEATHERS 





SIMPLEX size-marked leathers offer 
you a quality—and a sales building fea- 
ture not obtainable in any other pack- 
ings . . . Confusion is avoided, sales 
mistakes are prevented and customer 
satisfaction assured. Size-marking is a 
boon to store buyer, sales clerk and 
customer. Insist on SIMPLEX size- 
marked packings — they are avail- 
able in two price classes under the 
brand names “LONG WEAR” and 
“STANDARD.” 


Ask your jobber or write us for price list. 


SIMPLEX Mra. Co. 
Auburn, N. Y. 


SURE-GRIP 


HOSE CLAMPS 


Will Hold 
Any 
Pressure 
the Hose 
Will 
Stand 











You can’t beat Sure-Grips. They will hold 
any pressure the hose will stand. Tighten 
to a true circle. Corrosion is prevented be- 
cause there are no raw, ungalvanized edges. 
Nut, bolt and clamp are galvanized separ- 
ately. More than 100 sizes to meet every 
demand for water, steam, air or automobile 
hose connections. 


Ask your jobber or write us for prices 


J. R. CLANCY, Inc. 


Syracuse, N. Y. 
EEE, NEALE LAE ETRE 
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SHERMAN 
Wrought Brass 


Couplings 





STANDARD—FULL LENGTH TAIL 
For Use with Hose Clamps 
BEST MADE 
DIE CUT THREADS 
WASHER RETAINING NUTS 





Fig. 77 


SHORT TAIL 
For Use With Ferrules 


Accept No Substitute 
Look for Name “Sherman” on the Nut 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. — 
BATTLE CREEK MICH. 


oO 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 


© 
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leading markets, wholesale volume 
was bolstered by reorders, which re- 
flected the generous response to new 
merchandise offerings. Industrial 
operations, with few exceptions, 
were set to a higher gear, as 
stronger pressure was exerted on de- 
liveries and the backlog of orders 
grew heavier. 


Further industrial expansion 
is forecast by the United Business 
Service, Boston, Mass., which says 
that the country is now at the be- 
ginning of a protracted period of 
industrial expansion. One of the 
strongest lifting forces in the re- 
covery to date has been the replace- 
ment of old equipment with new. 
This is particularly evident in auto- 
mobile, building and machinery 
industries. As yet, however, the 
progress that has been made has 
been greatest in relatively low cost 
items, such as automobiles, light 
electrical equipment, tools, etc. 
Larger expenditures for the rehabili- 
tation of the country’s producing 
and distributing facilities, which 
were allowed to run down during 
the depression, are considered in- 
evitable during the coming year. 


Screen Door Closer 





Russwin No. 8 Liquid Control Screen 
Door Closers replace the No. 7 for 
screen doors and light interior doors. 
They have all the features of the No. 7 
and in addition, a flat wire coil spring, 
which insures a greater checking power 
and longer life. The crank shaft is now 
seated at the bottom in a step bearing, 
thus tying the working parts into a uni- 
fied mechanism. By changing the posi- 
tion of the arm, this closer may be used 
on either right or left-hand doors in 
either the usual position or the parallel 
arm position between house and screen 
doors. For the latter, only 3% in. are 
required. Packed one in a box with 
screws and complete directions for in- 
stallation with paper templates. List 
price, $5.00. Russell & Erwin Mfg. Co., 
New Britain, Conn. 





The BEST 


TAPE 


MADE 
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SUPERIOR no aN Extra 
QUALITY ep ADHESIVE 
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SLIPKNOT 
FRICTION 
TAPE 


PLYMOUTH RUBBER COMPANY. Inc 
CANTON, MASS 





Your Jobber Has It 


also 
SLIPKNOT CEMENT-ON 


RUBBER SOLES 


















A Profitable 
Line to Handle— 


Because— 
1. “Come-backs” are practically 
unheard of. 


2. The line is complete—you can 
fill every requirement. 

3. The line is well known and in 
demand. 

4. Modernly packaged in neat, 
sturdy boxes. 


Write for catalog. 


CLARK BrosRo.t ( 


Bemiss St., 
MILLDALE, 
CONN. 
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No wonder “Eveready” Batteries 
sell three, four and five times 
faster than any other brand—the 
date-line on the battery assures 
your customer that he is getting a 
fresh battery... brimful of long- 
lasting power. 


POINT OUT THE DATE-LINE 
on “Eveready” Batteries and 
watch them move out and profit 
move in. 








Make the Small Items Pay Big 
Profits. Stock up now with 


HINDLEY WIRE GOODS 
Ce 


COTTER PINS - WIRE SPECIALTIES 
BRIGHT WIRE GOODS - EYE BOLTS 


Sold Only Through Regular Hardware 
Trade Channels. 


MFG. CO., 60 JOHN ST. 
HINDLEY VALLEY FALLS, R. 4 











STREL MORTAR HODS 
No dripping onto 
the user’s back. 
Made entirely of 
steel with wooden 
shoulder saddie 
and handle. 
Edges are heavily 
forced. 







a rein: | The 
No. 158 wilt. fork is pressed 
deep - heavy gauge 


Write for prices. 
The Cleveiand Wire Spring Co. 
E. 38th St. and Hamilton Ave. 
Cleveland, Ohioe * * 








7 
/ 


cHAM 


MADE IN U.S A. 


ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
HAVERHILL 


‘GUNSHINE 
5 U /7¢ A _ 15 
reé 


MASS 
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Krider's Gun Shop 


(Continued from page 33) 


and dwelling combined, but along 
in 1826 a Frenchman named 
Vallee opened a gunshop there. 
During the Revolution the place 
was “nearly filled with British 
officers” and during Civil War 
days it served as a cartridge load- 
ing station. Vallee died in the 
1840’s and the business was pur- 
chased by John Krider, who 
evidently intended his name to 
continue through the years, for 
he erected the iron signs that, 
though rusty and broken, still are 
legible and give the present busi- 
ness its identity. 

An apprentice to Krider, one 
John T. Siner, later became his 
partner and his son, L. C. Siner, 
now 82 years of age, and his 
sons, L. C., Jr., and C. S. Siner, 
are actively continuing the busi- 
ness, mainly dealing in antique 
guns and repairing locks, guns, 
etc. They also handle a line of 
fishing tackle and if you fancy a 
floor lamp made from a Civil 
War musket they can 
modate you for about $20. 

It has been claimed that John 
Key, born in a cave near Penny- 
pot (so named because beer was 
sold for a penny a pot there) was 
the first boy born there, but the 
records show that his birth in 
1682 was two years after John 
Drinker, who saw the light of 
day in that sparsely settled area 
in 1680. Drinker lived to be 102 
years of age, and it is said that 
when Benjamin Franklin, while in 
England, was asked how long 
Americans lived, he replied that 
he couldn’t be sure “until Drinker 
dies.” Drinker was married four 
times and was the father of 18 
children, but it has not been 
ascertained whether his matri- 
monial and paternal record had 
anything to do with his longevity. 
When in Philadelphia, hardware 
men will find it well worth while 
to visit this old establishment, so 
closely related to their business, 
particularly since it is located in 
that part of the Quaker City where 
so many other historic shrines are 
to be found. 


accom- 








ROCHESTER ADJUSTABLE 
SASH BALANCES 

A product of Guar- 

anteed quality. Real 

S| profit in handling 

b\ them. 


Write for prices. 






Bechester Sash Balance Co., Ine. 
Rochester, N. Y. 



















IT DOES NOT PAY 
TO EXPERIMENT: 


We have served the public 
since 1898—an assurance of 
guaranteed merchandise. The 
good features of our Horse and 


(Horse) 





ness. The margin we offer war- 
rants investigation. 


A. F. KLINZING CO. 
921-S. 2nd St. 
MILWAUKEE, WISC. 


Fountain 











PACKAGED TO FIT THE 


CUSTOMER'S 
NEEDS 









GARDINER _ Re- 


All (Acid-Core) is ob- 
tainable in {| and 5- 


which retails for 18 
cents. Order from 
your jobber. 








lardiner 


IM ETAL CO. 97 








AT YOUR SERVICE f 


Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu. 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre 
pared for the next issue 
of the Directory Number 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc. 
tory does not give you 
the information you seek. 
write the “Who Makes 
It” Editor. He’s at your 
service! 
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COBURN 


BARN DOOR HANGERS and TRACK | | 


@ For almost half a century the 
name of Coburn has been associ- 
ated with high quality door 
hangers and track. In addition to 
the well-known Coburn enclosed 
track, we manufacture slotted pipe 
track, flat bar track, and water- | 
shed track which are particularly | 
adapted to the rural trade. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
50 CANAL STREET, HOLYOKE, MASS. 















by the ready accept- 
yance these two products 
/ have won for themselves. The 
Electro-Way Vent Fan (re- 
tails at $6.95) fits over chim- 
ney hole, creating a strong % 
vacuum which carries away all 
smoke and steam emanating from 
stove top. The Hydro-Flue Humid- 
ifier (retails at $1.25) fits on back 
of range where the chimney used 
to appear, capturing and steril- 
izing ll oven fumes. Together, 
they do a 100% job of keep- 


Lad ing the kitchen clean and 
A oa comfortable. 
; Write for literature 
and dealer’s 
: —— Ee prices 
WARD ac Co 107 E. MILWAUKEE 
5 . 
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Make a display of ACCO tie-outs all during the Summer. You 
never can tell when your customer is going to want this necessity. 


Sales are frequent and profitable. Tie-outs of ACCO quality 








build up a respect for the class of merchandise you carry. 
Ask your jobber. 


AMERICAN CHAIN COMPANY, Inc. «+ Bridgeport, Connecticut 
WORLD'S LARGEST MANUFACTURERS OF WELDED AND WELOLESS CHAIN 
Za 











Sandvik Saw & Tool Cerporation 


| aR 
Web Saw Saw 
Blades Tools 
Steel Bow Oberg 
Frames Saw Files 





Ask your jobber or write Factory Sales Agents 


108 Lafayette Street 
New York, N. Y. 


740 Washington Ave., North 
Minneapolis, Minn. 


























DETROIT, MICH. 
NEW! 


Retails 
$3.95 







SYNCRO JUNIOR] | 
. Electric Jig Saw | 


Strong! Sturdy! Built by the makers 
of the famous Syncro Saw. No moter. 
No rotating parts. No oiling. Safe 
operation. 7200 strokes per minute. 
Cuts wood, veneers, plastics. Com- 
plete with 3 blades, ready to plug in. 


SYNCRO KIT 


Handsome 2 color display 
carton, 16” x 8”. Contains 
10 complete jig saw designs, 
2 complete jig saw puzzles, 
4 pieces plywood, carbon 
paper. Tremendous value. 
Retail—50¢. 
Ask your Jobber 





Syncro Power Saw 


fom internationally famous mmuman's CES 
ool, recision built for expert work. SYNCRO DEVICE Inc 
Weight 22 pounds. Table 10” Ps eae, ” 
Throat clearance 13%" Retail—$9.95. Boydell Bidg., D it, Mich. 


Canadian Office—1332 William St., Montreal 





The Symbol 


of Supreme 










The SIGN of SECURITY 
in DEALER PROFITS 
and CUSTOMER 
SATISFACTION 


Makers of fine Padlocks, Night 
Latches, Door Closers, Key Blanks 
® and Key Cutting Machines. 


INDEPENDENT 
LOCK COMPANY 
Fitchburg, Mass., U.S.A. 


Branches in all principal cities 


Lock 


Protection 























Get This Greaseless Waterproofing 
for Your Hunter Trade! 


RAINY DAY, the greaseless waterproof- 
ing for high-top boots, clothing, hats and 
shoes, is just what hunters need to keep 
feet, legs and shoulders dry in rainy 
weather. Advertising in the Saturday 
Evening Post, Field & Stream and Out- 
door Life is creating a steady demand. 
Be prepared! Order a stock from your 
jobber today! List Prices: Pints, 75¢— 
Quarts, $1.25—Shoe Size, 25¢. 


pace 
Write for Literature om 


Protection Products Mfg. Co. 
7436 Second Blvd. Detroit, Mich. 





PROTECTION 
Sh Ad Ech A, 
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CAULK-O-SEAL 


Super-plastic, 
tic caulking compound in year 


tubes. cans, drums and cartridges. 


with the 


ALBION 


And Apply CAULK-O-SEAL | 


REG. U. S. PAT. OFF. 





‘ a af » 
pressure / 
cum | 


‘round use by building, caulking, paint- Modernized trouble- 
ing and roofing contractors. For —_ free gun. Nothing to 
or outside use; makes permanent seal; get out of order. 
saves fuel costs. Black and 9 colors in 

Power, strength, de- 


non-staining, elas- 


pendability. Rust-proof 


ORDER DIRECT OR THRU YOUR JOBBER 
cadmium finish. 


Send for Descriptive Circulars 


CALBAR PAINT & VARNISH CO. 


Manufacturers of Technical Products 
2612-26 N. MARTHA ST. PHILADELPHIA, PA. 
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Here are 34 Answers to the Question: 


WHO 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 


the trade who may be 


seeking the same articles. 


The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers, This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. When writing to 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section or 


issue. 


Pine Biurr, ArK.: Who makes a 
five or six gallon insulated jug?— 
The Matthews Hardware Co., Inc. 

ANSWER: Five gallon insulated 
jugs are made by the American 
Thermos Bottle Co., Chrysler Bldg., 
New York City and Landers, Frary 
& Clark, New Britain, Conn. 


* & * 


Bronx, New York: Furnish 
names and addresses of several man- 
ufacturers of tinsel.—Simlite Sales 
Corp. 

ANSWER: Montgomery Co., 50 
Canal St., Windsor Locks, Conn.; 
Carpenter Mfg. Co., Norwich, Conn., 
and Dudlo Mfg. Co., Fort Wayne, 


Ind. * *% * 


BuNNELL, Fita.: Who makes the 
Ohio ensilage cutter?—Johnson’s, 
Inc. 

ANSWER: Silver Mfg. Co., 707 S. 
Ellsworth Ave., Salem, Ohio. 


* & 


Wotr Point, Montana: Where 
can repairs for a .22 cal. Premier 
rifle be secured?—The Stennes Co. 

ANSWER: This is a special brand 
of Montgomery Ward & Co., Chicago, 
Ill. es" % 


New York City: Furnish name 
and address of the English manufac- 
turer of the kerosene “electric” fan 
illustrated in a recent issue of your 
magazine.—Morea & Co. 

ANSWER: The Model Engineer- 
ing Co., Ltd., 8 Addison Ave., Lon- 
don, w. 11, England. 


* & * 
HAMILTON, Ou10: Who makes or 


distributes the Kitchmaster vegetable 
slicer?—Fischer Hardware, Inc. 
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ANSWER: Almo Trading & Im- 
porting Co., Inc., 3 W. 18th St., New 
York City. 


West New Bricuton, S. I., New 
York: Who makes Faith replace- 
ment handles for auto doors?— 
Minkel’s Hardware, Inc. 

ANSWER: Faith Mfg. Co., 5920 
N. Crawford Ave., Chicago, III. 


* & 


* %& 


CuatuaM, N. J.: Furnish address 
of the Rotary Clothes Dryer Co.— 
Trowbridge & Atterog. 

ANSWER: Allentown, Pa. 

* & * 

Rockianp, Maine: Who makes 
the Yard Boy rubbish burner?—H. 
H. Crie & Co. 

ANSWER: Malleable Steel Range 
Mfg. Co., South Bend, Ind. 


* * * P 


Miierook, N. Y.: Supply names 
and addresses of several manufac- 
turers of electric imitation log fires 
for fireplace use——Reardon, Briggs 
Co., Inc. 

ANSWER: Hersh Electric Spe- 
cialty Co., Milwaukee, Wis.; Hot- 
Glow Electric Mfg. Co., Buffalo, N. 
Y.; Ohio Foundry & Machine Co., 
Steubenville, Ohio; Peerless Mfg. 
Corp., Louisville, Ky.; Smith-Mat- 
thews Foundry Co., Detroit, Mich.; 
Strait & Richards, Inc., Fayban 
Place & Selvage St., Newark, N. J.; 
Superior Mfg. Co., Carnegie, Pa., 
and Universal Electric Log Co., Chi- 
cago, Il. 46 <6 


A.toona, Pa.: Who makes Darwin 
Safety razor blades? — Anderson 
Hardware Store. 

ANSWER: Darwin Razor Corp., 
1258 W. Fourth St., Cleveland, Ohio. 


AKES 


Aspury Park, N. J.: Who makes 
Seal Sac bags which are made of 
specially treated silk, are equipped 
with zipper closers and are used as 
refrigerator containers for vegetables 
and for numerous other purposes ?— 
Lazarow Bros. 

ANSWER: Enduro-Tex Co., Inc., 
1133 Broadway, New York City. 

+ & 

WasHINcTON, Pa.: Where can we 
buy a tool used by pattern makers 
for driving very small brads? The 
point of this tool is magnetic and 
holds the brads so that they can be 
pushed into the wood.—Ferrell Bros. 
Hardware. 

ANSWER: Waterson’s, 
Larned St., Detroit, Mich. 

* & * 

Raritan, N. J.: Who makes Texo- 
lite paint?—W. F. Peebles. 

ANSWER: United States Gypsum 
Co., 300 W. Adams St., Chicago, III. 


*% & * 


28 OE. 


Fremont, Micu.: Provide names 
and addresses of manufacturers of 
one wire electric or charged fence.— 
L. D. Puff. 

ANSWER: Prime Mfg. Co., 1669 
S. First St., Milwaukee, Wis., and 
Leichner Electric Co., 2026 Fairfield 
Ave., Fort Wayne, Ind. 

% & & 

Westwoop, N.J.: Who distributes 
Scott’s lawn seed?—Volz Hardware. 

ANSWER: O. M. Scott & Sons Co., 
Marysville, Ohio. 

* & & 

Wirkes-Barre, Pa.: Furnish name 
and address of the manufacturer of 
the Underhill lath hatchet.— Joseph 
A. Ciesla. 

ANSWER: Kelly Axe & Tool 
Works of the American Fork & Hoe 
Co., Charleston, W. Va. 


- = @ 


BELLINGHAM, WasH.: Who makes 
John Day files?—Bellingham Sash 
& Door Co. 

ANSWER: This is a private brand 
of Chas. Weiland, Inc., wholesale 
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hardware, 149 Chambers St., New 
York City. 
* * * 

Yonkers, N. Y.: Supply names 
and addresses of several manufac- 
turers of cellophane covers for elec- 
tric mixers, dishes, lamps, etc.—C. 
D. Serven Hardware. 

ANSWER: G. E. Eisenhauer, 887 
Second Ave., New York City; Fiber- 
loid Corp., Bircham Bend, Indian 
Orchard, Mass.; Transparent Cover 
Co., 25 Bowen St., Providence, R. I., 
and Celloray Co., 30 E. 23rd St., 
New York City. 

*% * * 

ASHTABULA, OuI0: Where can we 
obtain repairs for a gun marked 
“Keystone Arms Co.”?—H. S. Payne 
Hardware. 

ANSWER: This is a special brand 
of the Edward K. Tryon Co., whole- 
sale hardware and sporting goods, 
817 Arch St., Philadelphia, Pa. 

* *% * 

New Britain, Conn.: Who makes 
windmill type generators for use in 
producing current for an electric 
light system ?—Rackliffe Bros. Co. 

ANSWER: Pioneer Gen-E-Motor 
Corp., 446 W. Superior St., Chicago, 
Ill., and Windcharger Corp., Sioux 
City, Iowa. 

* * *% 

Wasuincton, D. C.: We are en- 
closing sample of a special type of 
“wood nail” or fastener which has 
been forwarded to us by a German 
inquirer who wishes to locate the 
American manufacturer with a view 
to importing the item.—Bureau of 
Foreign and Domestic Commerce. 

ANSWER: Products of this type 
are manufactured by the Wash Co. 
(Not Inc.), 30 S. Clark St., Chicago, 
Ill., and the Clamp Nail Co., 4546 
Palmer St., Chicago, II. 

* * * 

Moss Point, Miss.: Who makes 
the genuine Post marine babbitt 
metal?—The Spann Hardware Co. 

ANSWER: E. L. Post & Co., Inc., 
50 Cliff St., New York City. 
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HotyokeE, Mass.: Who makes Du- 
ratite caulking compound?—The 
Wells Hardware Co. 

ANSWER: Tropical Paint & Oil 
Co., 52 W. 70th St., Cleveland, Ohio. 
* * * 

Arutincton, N. J.: Who makes a 
home workshop machine called the 
Electric Carpenter ?—Midland Hard- 

ware. 

ANSWER: American Floor Sur- 
facing Machine Co., Toledo, Ohio. 

*% * * 

ABINGDON, ILL.: Furnish names 
and addresses of manufacturers of 
flood lights using carbide for fuel. 
—Shipplett-Moloney Co., Hardware. 

ANSWER: Linde Air Products 
Co., 30 E. 42nd St., New York City; 
Alex Milburn Co., 1420 W. Balti- 
more St., Baltimore, Md., and Sight 
Feed Generator Co., 16th & Main 
Sts., Richmond, Ind. 

*% * * 

Puiturpspurc, N. J.: Where can 
we secure cuts of various hardware 
products for use in illustrating direct- 
by-mail circulars?—John H. Hag- 
erty Lumber Co. 

ANSWER: Vincent Edwards & 
Co., 342 Madison Ave., New York 
City, and Cobb Shinn, 40 Jackson 
Place, Indianapolis, Ind. 

* * * 

CUMBERLAND, Mp.: What are the 
addresses of these concerns: (1) 
Mumert-Dixon Mfg. Co. and (2) 
Western Machine Tool Works?— 
The Wilson Hardware Co. 

ANSWER: (1) 217 Philadelphia 
St., Hanover, Pa., and (2) Holland. 
Mich. 

* * * 

Van Wert, Onto: Supply rfame 
and address of maker of the Oregon 
Fall wedge——Roy P. McConahay. 

ANSWER: Warren Tool Corp., 
Warren, Ohio. 

* & * 

Carro, Itt.: Who makes a tree 
watering device, with hose connec- 
tion, for putting in the ground near 
the tree?—Johnston Hardware Co. 





ANSWER: Messmer Brass Co., 
2700 S. 7th Blvd., St. Louis, Mo., 
and Frank Rose Mfg. Co., Hastings, 
Neb. 

* * * 

PuivapeLpuia, Pa.: Provide ad- 
dresses of manufacturers of: (1) 
Skinner irrigating lawn nozzles and 
(2) a screwless iron brace or 
bracket for use in constructing saw 
horses and work benches.—Supplee 
Co. 

ANSWER: (1) Skinner Irriga- 
tion Co., Troy, Ohio, and (2) Crane 
Packing Co., 1806 Belle Plain Ave., 
Chicago, Ill., and Morse Mfg. Co., 
Inc., Syracuse, N. Y. 

* & & 

Liserty, Mo.: Provide the ad- 
dress of the maker of Newport shot 
guns.—S. P. Boggess & Sons. 

ANSWER: Special brand of Hib- 
bard, Spencer, Bartlett & Co., 211 E. 
North Water St., Chicago, Il. 

* * * 


Austin, TEx.: Who makes metal 
bound price cards?—W. H. Rich- 
ardson & Co. 

ANSWER: H. A. Dunning, West- 
erly, R. I, 

* * 

E. GREENVILLE, Pa.: Supply name 
and address of a manufacturer of 
wooden candy sticks. The sticks 
are also used in the, meat packing 
industry —F. A. Trexler & Son. 

ANSWER: Berst-Forster-Dixfield 
Co., 418 Lexington Ave., New York; 
Stowell-MacGregor Corp., Dixfield, 
Me., and Saunders Bros. Corp.. 
Westbrook, Me. 

* & * 

Bic Rapips, Micu.: Advise (1) 
who makes a dumbwaiter with 
name “Highwood” and numbers 
C.H.E.L. 987 on wheel and (2) ad- 
dress of New York importers of 
Johnson Bros. English porcelain 
dinnerware.—Judson’s Hardware. 

ANSWER: (1) Highwood Dumb 
waiter Co., Closter, N. J., and (2) 
Johnson Bros., 350 Fifth Ave., New 
York. 
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CLASSIFIED OPPORTUNITIES SECTION 








Positions Wanted Advertisements 
at special rate of one cent a word, mini- 
mum 50 cents per insertion. 

All Other Classifications 


Set Solid, Maximum of 50 words.... 
Each additional word............ ¢ 
All Capitals, Maximum of 50 words.. 4.00 


Each additional word............ -06 
Allow Seven Words for Keyed Address 
Boxed Display Rates 
DOM 6660660060440066046000000R8 $5.00 
Each additional inch.............. 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


— + —s 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not curr ency. 
—_—~e— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_—~e— 
Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 











SALES ACCOUNTS WANTED 


| 


SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 











department store outlets. 





MANUFACTURERS ATTENTION ! 
DO YOU WANT DISTRIBUTION IN CANADA? 


Prominent Canadian concern with sales offices in the principal cities from coast 
to coast desires to secure hardware, household articles, electrical and automotive 
appliances, suitable for distribution through well-established wholesale, retail and 


ADDRESS BOX C-183, CARE OF HARDWARE AGE, 239 WEST 39th STREET, N. Y. C. 








FOR. ARGENTINA—WANTED LINES OF 
staple items and household novelties. Only in- | 


terested in articles produced at low costs and that, | department and jobbing trades. 


for this reason, can be sold abroad in spite of tariff 
barriers. Address—José Rodriguez, Peri 1417, 
Buenos Aires, Argentina. 





MANUFACTURERS’ REPRESENTATIVE 
COVERING CALIFORNIA, OREGON and 
Washington wants established or new lines for 
Wholesale Hardware trade. Have been covering 
this territory for ten years and can furnish 
best of references. Correspondence invited. Ad- 
dress Box C-250, care of Harpware Ace, 239 
West 39th St., New York City. 





WESTERN REPRESENTATIVE OF The 
Budke Stamping Co., Wisconsin Abrasive Co., 
will be East the last two weeks of October, first 
two November. Desirous contacting manufac- 
turers’ hardware houseware lines. Interested in 
Denver West Coast representation. Address Box 
C-263, care of Harpware Ace, 239 W. 39th St., 
N. ¥. City. 


HELP WANTED 


WANTED: MAN FOR BUILDERS’ HARD.- 
WARE Department. Experienced in contacting 
Architects and Builders. Write, stating expe- 
rience and age. Address Box C-220, care Harp- 
WarRE AcE, 239 W. 39th St., N. Y. City. 


” BUSINESS OPPORTUNITIES 


FOR SALE: MODERN WELL-STOCKED 
hardware store in county seat town in Kansas. 
Address Box C-116, care Harpware AcE, 239 
W. 39th St., N. Y. City. 


FOR SALE: CLEAN UP-TO-DATE general 
hardware store in country town of 5,000 along the 
Delaware Valley. Low rental. Heat furnished. 
Large well lighted show rooms. Good reason for 
selling. About $6,500 stock. Address Stout’s 
a and Supply Company, Lambertville, 




















-— a N T IN G 
Letterheads E Stat ts Invoices 
All are the Same Price 
500—$1.50 \ ,000—$2.55 2,000—$4.75 
5,000—$10.50 


Pestage Paid. Send mene Order or Will 
Satisfaction Guaranteed or Money Refunded 





MAYFIELD PRINTING Co. Mayfield, Ky. 
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HOUSEWARE LINES WANTED BY OUR 
Pittsburgh and Miami offices for sales to the 
Affiliated manu- 
facturers’ representatives group. Address Box 
C-259, care of HarpwarE AGE, 239 W. 39th St., 
N. Y. City. 


WANTED: MAJOR LINE FOR NORTHERN 
California. We are acquainted with and call on 
all of the trade. Prefer line not established here 
on which a-good volume can be developed. We 
sell the best trade. Address Box C-239, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ LINES WANTED FOR 
THE WHOLESALE AND LARGE RETAIL 
HARDWARE AND ELECTRICAL SUPPLY 
TRADE IN STATES OF ARKANSAS, MIS- 
SISSIPPI AND ALABAMA ON STRAIGHT 
COMMISSION BASIS. INTERESTED ONLY 
IN LINES OF KNOWN MANUFACTURERS 
OF QUALITY MERCHANDISE. CORRE 
SPONDENCE INVITED. ADDRESS BOX 
C-261, CARE OF HARDWARE AGE, 239 WEST 
39TH ST., NEW YORK CITY. 


SALES REPRESENTATIVES WANTED 














PENNSYLVANIA COMPANY WILL OPEN 
DEPARTMENT for all kinds of Enameled Steel 
early in 1937. All territories open on strictly 
commission basis. Give full particulars. Address 
Box C-252, care of HARDWARE AGE, 239 West 39th 
St., New York City. 





SALESMEN D E S IRIN G PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
— or part time. Address—Dustmaster Corp., 

H-3, 600 First Avenue North, Minneapolis, 
Sieeente. 





SALESMAN TO REPRESENT OLD ESTAB.- 
LISHED manufacturer offering a line of builders’ 
hardware to the retail Hardware and Lumber 
Trade in Oklahoma. Commission basis. Give full 
particulars in first letter. Address Box C-255, 
care of HarpWARE AGE, 239 West 39th St., New 
York City. 





SALESMEN — DISTRIBUTORS WANTED 
TO SELL electric wiring devices, cord sets, 
heating pads, electrical specialties to manufac- 
turers, contractors, retailers, chains and depart- 
ment stores. Commission basis. Exclusive terri- 
tory assigned. Prominent Eastern manufacturer. 
Please write fully. Address Box C-260, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMEN NOW REGULARLY COVER- 
ING TERRITORY to handle our line of general 
purpose grinding wheels and sharpening stones as 
side line on commission basis. Highest quality 
merchandise priced right. Must have following 
with wholesale trade only. State territory and 
lines now handled. Address Goodrich Grinding 
Wheel Co., 1500 W. Madison St., Chicago, Ill. 





CHROMIUM KITCHEN HARDWARE AS 
SHOWN IN ‘HARDWARE AGE,’ JULY 16TH, 
PAGE 49. TERRITORY MOPEN IN EAST AND 
SOUTH. AMERICAN BRASS GOODS COM- 
PANY, GRAND RAPIDS, MICHIGAN 





SALESMAN WANTED TO REPRESENT 
NATIONALLY-KNOWN manufacturer of build- 
ers’ hardware in New York State exclusive of 
New York City. Give full details and particulars 
in first letter. Address Box C-204, care of Harp- 
ware AcE, 239 W. 39th St., N. Y. City. 








ESTABLISHED MANUFACTURER OF 
GENERAL HARDWARE requires additional 
commission salesmen having established clientele 
principally among retail hardware trade. Exclu- 
sive territory. Address Box C-217, care Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 





REPRESENTATIVES CONTACTING HARD. 
WARE AND BUILDERS’ supply trade wanted 
by Illinois manufacturer. Established line of 
high grade, tamper proof, window adjusters, 
transom lifters and door latches. Selling fast 
wherever introduced. Attractive commissions. 
Protected territory available west of Mississippi 
and south of Ohio.. Advise iines handled, terri- 
tory covered and how often. Address Box C-256, 
care of Harpware AGE, 239 West 39th St., 
New York City. 





SALESMEN — TO REPRESENT OLD- 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 
ried, territory covered and how often. Address 
Box C-81, care of Harpware Acer, 239 W. 39th 
St., N. Y. City. 


POSITIONS WANTED 


COMPETENT RADIO SERVICE MAN, with 
experience as hardware sales clerk, desires position 
anywhere in Have complete modern ser- 
vicing equipment and can furnish good references. 
Address W 9 RZG, Verona, North Dakota. 


SALESMAN—FIFTEEN YEARS TRAVEL- 
ING New England. Hardware, locksmiths, bicycle 
and sporting goods dealers, garages and service 
stations. Open for proposition. Address F. M. 
Jordan, 97 Wall Street, Norwalk, Conn. 


BUILDERS’ HARDWARE MAN NOW EM- 
PLOYED wants position in a locality where there 
is building activity. Has had large field of expe- 
rience in buying, selling and figuring hardware 
from blue prints. Address Box C-198, care ef 
Harpware Ace, 239 W. 39th St., New York City. 
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EXPERIENCED HARDWARE MAN DE- 
SIRES CONNECTION with a manufacturer or 
large jobber, to travel in New York State and 
nearby; have traveled eighteen years for one firm, 
been 22 years in the hardware business. Married 
and Protestant. Best of references. Address 
Box C-249, care of Harpware Ace, 239 West 
39th St., New York City. 


SALESMAN WITH SEVEN YEARS’ EX- 
PERIENCE in contacting hardware and house- 
furnishing jobbers, also department stores, in 
Metropolitan New York area, desires position with 
reputable manufacturer as New York salesman. 
Address Box C-262, care of HaArpware AGE, 
239 W. 39th St., New York City. 


SALESMAN DESIRES POSITION WITH 
A known manufacturer. Have traveled Pennsyl- 
vania, New Jersey and New York City for 11 
years selling the hardware jobbers and dealers. 
Have a very fine acquaintance with this trade 
and can produce results. Travel in own car; 
references. Address Box — care of Harp- 
WARE AGE, 239 W. 39th St., Y. City. 


ELECTRICAL SUPPLIES BUYER AND 
SALES Manager desires position to expand such 
a department or will institute one. Can build 
good volume with hardware dealers. Fifteen years’ 
ae electrical experience. Also mail order 
experience. Conscientious and diligent worker. 
Reputation in the trade very satisfactory. Ad- 
dress Box C-257, care of Harpware AGE, 239 
West 39th St., New York City. 


HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secordary. Free to go anywhere. Middle 
West or South preferred. Address Box C-242, 
one of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 

















YOUNG MAN—HONEST AND INDUS- 
TRIOUS desires to locate position with hardware 
firm in Metropolitan area, to learn the hardware 
business. Am very progressive and ambitious, 
willing to start at nominal salary toward advance- 
ment. Very adept at learning, and mechanically 
inclined. Best references for honesty, reliability 
and character. Address Box C-237, care of Harp- 


WarRE AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S AGENT, 34, MAR- 


RIED, WITH STRONG fellowing in metropoli- 
tan territory New York and New Jersey, with 
hardware and house furnishing jobbers, chain 
stores, also automotive jobbers and large auto 





chain stores, desires to represent manufacturer on | 


straight commission basis. Twelve years’ experi- 
ence, good record, excellent reference. Address 
Box C-253, care of HARDWARE AGE, 239 W. 39th 
St, ms wo Coy. 


sunita HARDWARE, HOUSE- 

URNISHING, ELECTRICAL, PLUMBING, 
mill and factory supplies, toys, paints, etc., window 
trimming and do all of my own sign and show 
card work. Interior display and store department- 
izing. Wish to locate for a permanent position 
where good hard work and salesmanship would 
be appreciated. Middle West preferred. Ad- 
dress Box C-235, care of Harpware AcE, 239 W. 
39th St., N. Y. City. 








SALESMAN— ONE WHO BELIEVES IN 
results. Fifteen years’ experience contacting hard- 
ware trade, sporting goods houses, department and 
chain stores in Ohio, Indiana and Kentucky. 
Want permanent connection with industry which 
requires man with unbroken record of real achieve- 
ment. Commission arrangement only with reliable 
manufacturers. Own car, age 42. Complete refer- 
ence and details in interview. Principals only, 
please. Address Rox C-218, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 








Hardware Personnel 


Our files contain applications of several hundred ex- 
——— oo, well-trained employees in the hard- 
ndustr 
— CHARGE TO EMPLOYERS FOR THIS 
= yy 


of p to you, just phone 
M SSSOGIATED “PLACEMENT BUREAU 
152 West 42nd Street New York City 


WIS. 7-1802, 1803 











TRAVELING HARDWARE SALESMAN 25 
YEARS’ experience selling general hardware and 
tools; have covered Western New York, Northern 
Penn., Indiana and Michigan. Can furnish good 





reference. Address Box C-258, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 
EXPERT ACCOUNTANT—BOOKKEEPER 


OFFICE AND Credit Manager, executive type, 
seeks connection with reputable manufacturer or 
jobber. Ten years’ experience in line of hard- 
ware, plumbing and electrical supplies, perform- 
ing above duties, also as an able correspondent and 
systematizer. Highest references available at- 
testing character and ability. Address Box C-251, 





care of Harpware AGE, 239 West 39th St., 
New York City. 
JUNIOR EXECUTIVE, NOW EMPLOYED 


AS assistant manager. Desire change on account 
of wife’s health—asthma. Twenty-four years old, 
college and special training. Willing to work hard 
and stay with a good firm that offers future. Pre- 
fer Southwest, Texas, Arizona, Nevada, New 
Mexico, or Southern California. Will consider 
good connection in New York City. Experienced 
in sales promotion, advertising, correspondence, 
and credit. A good salesman, with sales expe- 
rience. Most of my work has been with roofing, 
paints, and building material. Have a good knowl- 
edge of electricity, radio, chemistry, and boats. 
Address Box C-227, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 























FALL is Coming- 


and with it the beginning of a New Business Year. 


Be sure your sales force is Adequate to insure your getting 
your share of the increased Business of 1937. 











If you have an opening for one or more GOOD MEN-Let 
them know about it through the Classified Advertising Pages 
of HARDWARE AGE. 
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STRONG 
TRADE 
PULLERS 


STAR Heel Plates 
attract trade like 
a magnet attracts 
steel, Once “at- 











tached” customers 

stick. Star’s give greatest satisfaction. Sell 
best—bring greatest profit. 9 sizes to fit ALL 
sizes of Shoes. 4 gross pairs in box. Sold 
by Leading Jobbers. Send for Samples and 


Prices. 


STAR HEEL PLATE CO. 


OO60000 








Newark N. J. 


Like An 
Acrobat— 


Good acrobats perform in sur- 
prisingly awkward positions. 
So do B. & C. Improved Ad- 
justable “S” Nut Wrenches— 
they adapt themselves to work in corners and 
seemingly inaccessible places where ordi- 
nary wrenches cannot reach or “perform.” 
Extra sturdy. Interchangeable parts. Out- 
standing sellers to motorists and for all- 
around work. Sizes: 6 to 14 ins. inc. 1/2 doz. 
in box. 





Ask Your Jobber 


BEMIS & CALL CO., SPRINGFIELD, MASS. 











&m 600A TORCH 


An outstanding value 





Here’s a fine-quality torch for the 
man who prefers a fully-enclosed 
burner and a lock-down pump—at 
a popular price. This sturdy tool 
is strongly constructed and pro- 
duces a powerful, well-controlled 
flame. The tank is finished in 
highly polished brass. Other low- 
priced torches for the occasional 
user are C & L 800 and C & L 158A. 


Write for descriptive folder to the 


CLAYTON & LAMBERT MFG. CO. 
DETROIT, MICHIGAN 
Makers of world’s largest selling firepots 




















y & 
VAUGHAN’S Famous line of new. Catalin 


handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 
Send for Prices and Details on this Complete Line. 


VAUGHAN NOVELTY MFG. CO., INC. 





COLORTOP 
There’s Fame in That Name 


ONE DEALER WRITES: 
“‘] don’t know if it’s the 
color or the name, but I 
sell plenty of them.” 


COLORTOP 


It's both! The color attracts the cus- 

tomer and naturally the goods move. The 

name is famous for the finest, safest and 

most reliable in plug fuses and most peo- 
le know it. It pays to sell a famous 
se with a famous name. 


TRY COLORTOPS TODAY! 
TRICO FUSE MFG. CO. 


MILWAUKEE Dept. H WISCONSIN 


SHOCKPROOF 


<FUSES> 








JUMBO FIRE SHOVELS 


For Greatest Durability at Lowest Cost 
The JUMBO is unquestionably the 
strongest, most serviceable fire shovel 
made. New handle construction 
will support a load equal to ten 
times the shovel capacity. 
Low priced. Splendid mar- 

gin of profit. 
Write for further 


information re- 
garding complete 















PATENT 
NOVELTY CO. 
305 Eighth Ave. 


li i . . 
——_— Fulton, Illinois 
Also manufacturers of 
Pollyanna Ay 
J UMBO oa aay le household 
No. 2 articles. 


“A Pattern and Price for 
Every Whim and Purse.” 

















3211-25 CARROLL AVE. 


SEPTEMBER 24, 1936 


CHICAGO, ILL., U.S.A.! | 


Increase dome Aales WITH THIS NEW ALLMETAL 
REVOLVING DISPLAY CABINET. ... . is FREE! 


———s 













With an order for only 72 window 
front packets of Moore Push-Pins, 
glass and aluminum heads, and push- 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis- 
play cabinet ... Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter, 
Start this very day to increase your 
dime sales...order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 














113 























FLOREN eae STOVE CO. 
GARDNER, MASS. your « 4 KANKAKEE,. ILL. 


WEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 








| The items below are 
| all big sellers: 


National Bex 
HARDWARE 


we all the specifications of 


SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 


GARAGE HAROWARE 
DOOR LATCHES 
exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 
A catalog presenting the facts 
awaits your request. 





National Manufacturing Co. 








STERLING * ILLINOIS 











MOLDED RUBBER GOODS 


ars 92 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


Sumy 




















BOMMER 


Standard Type 
Lavatory Partition Fittings and 
Stall Door Hardware 


me] 


™ Send for Catalog No.55 —™ 


BOMMER SPRING HINGE CO., Brooklyn, N. Y. 











Repairs Unsightly Chipped Porcelain 


When home owners hit and chip 
porcelain or enamel fixtures— 
Tilette Liquid Porcelain Glaze 
will quickly repair. them like 
new. Ideal for Porcelain and 
Enamel Sinks, Bath Tubs, 
Lavatories, Refrigerators, etc. 


* Liguid Porcelain Glaze 


Ready for use, waterproof, 
dries quickly with a perma- 
nent porcelain gloss. In 1 oz. 
jars, packed 12 to attractive 
counter display. Quick 25 
cent seller. Liberal profit. 
Ask your jobber to supply 
you. If he cannot, write 

to us. 


TILETTE 
CEMENT CO., INC. 
401 Lafayette St., 
N. Y. C. 


1115 Temple St., 
Los Angeles, Calif. 








STANDARD x. COUNTRY 


Known everywhere by name Fs a 
and recognized as the stand- Fe 

ard friction tape of the coun- 

try—Bull Dog Friction Jape. 

Nationally Advertise 

1, 2, 4 and 8 ounce rolls. 

In full color cartons 

packed in full color dis- 

play containers. 


BULL DOG 


| FRICTION 





Genuir°hQMES 2% SILENCE 

SLIDE SILENTLY - SOFTLY- SMOOTHLY 
mee 
| ) Look for words DOMES SILENCE 
“INSULATED- NOISELESS FOR TILE 


a 
== CEMENT OR MARBLE FLOORS IN 
BATH ROOMS, RESTAURANTS, ETC. 


LARGE SIZE FOR METAL & WOOD BEDS 
Y LARGE CHAIRS & ALL FURNITURE.. 


Ask your Jobber— 
If he is not supplied, write to 


























DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 
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m BRUSH NY, 


GLaALED 
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Me ; BRUSH-NU COMPANY 


BALTIMORE MARYLAND \\ 
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A SMART, 
NEW SALT 
AND PEPPER SET 


IN BEAUTIFUL GIFT BOX 


® 
Sales will Soar 
when you offer this gift with 


any piece of THE 
MATCHED GUARANTEED 
ALUMINUM 


A MIRRO PRODUCT 


The strongest sales clincher we have ever offered — 
yours to give away with each VIKO aluminum uten- 
sil you sell—an unusually desirable aluminum salt 
and pepper set of ultra modern design. Everyone who 
sees this practical gift set becomes an eager prospect 


for VIKO utensils. 





No. 80 FREE VIKO SALT AND PEPPER SET PACKAGE 
includes twelve utensils, as follows 


Quantity Size Utensil Special Retail, ea. 
1 14-Qt. Deuble Boiler 
2-Qt. Double Boiler om 
6-Cup Drip Coffee Maker.... 
4-Qt. Covered Sauce Pan. F 
Percolator..... , l. 
Percolator Re 
Covered Kettle iE 
Covered Kettle. ,  e 
Tea Kettle : 2. 
2. 
1. 


BND et et et et et et et 


1,1%, 2-Qt. Self-Meas. Pan Set 
Shipping Weight, 29 lbs. Open stock also available 


® New Beauty... New Convenience 

® Heat-Proof Bakelite Trimmings 

® Extra-Hard, Thick Aluminum 

® Sanitary Square Edges 

® Quick-Heat, Satin-Finish Bottoms 
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Yes Sir! THEY ARE AMERICA’S 
GREATEST QUALITY VALUES 
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